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ORDER NOW 
i 

your jobber can- 

not supply you 

write us direct. 


) Cyclone 
j 

Lawn 
Fence 


The leading seller in 
lawn fence for many 
years. Gates to match. 
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Publication office 
at the Post Offic 


Cyclone Wire Screen Cloth 


Highest quality, protected by specially 
strong containers. 


N. W. cor 
e at New York under the Ac 


copies 


Single 


lie 


each 
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Basket 





We continue to furnish 
the large well-known 
**“Catch-AlW”’ Basket. 
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THE ONLY SHOT THAT COUNTS IS THE SHOT THAT HITS 





REMINGTON ARMS COMPANY, 


Remington 


- WEEKLY@LETTER 








MERSCHEL HARDWARE CoO. 


NORMAN A MERSCHEL, prop 


EAST TAWAS. MICH. 


INCREASED HIS BUSINESS 200% 


WITH 


KLEANBORE | 


| 

j 
Mr. Norman A. Merschel, proprietor 
of Merschel Hardware Co., East Tawas, | 
Mich., writes as follows: 
“Up until two years ago with other 
makes of ammunition 5,000 shot shells 
was the limit of my sales for any one 
season. This is the second year that I 
have handled the Kleanbore line exclu- 
sively and am pleased to say that I have 
increased my shell business for this year 
to 15,000 — and Kleanbore metallics in 
proportion. East Tawas has a wonderful 
summer resort trade, and naturally our 





| 








, 9 33% 
Remington Arms Company January 24, 1955. 


Bridgeport 
Connecticut 


Gentlemen: 


Up until two years ago with otlicr makes of ammunition 
5,000 shot shells was the limit of my sales for any one 
season. This is the second year that I have handled the 
Kleanbore line exclusively and am pleased to say that I 
have increased my shell business for this year to 15,000 
and Kleanbore metallics in proportion. 


East Tawas has a wonderful summer resort trade and natu 
rally our business always falls off in the Fall of the 

year and this increase in our ammunition business cer- 
tainly was very encouraging, especially during the Fall 


of 1932.. As an independent hardware dealer I sincerely 
believe that the Remington policy, as well as the quali- 
ty of their product, should be seriously considered. 


Very truly yours, 


_ a 








business always falls off in the fall of 
the year, and this increase in our ammu- 
nition business certainly was very encouraging, 
especially during the fall of 1932. As an in- 
dependent hardware dealer, I sincerely believe 
that the Remington Policy, as well as the qual- 
ity of their product, should be seriously 
considered.” 

Here’s substantial confirmation of the soundness 
of the advice we have frequently offered: If you 
want to make money on shot shells and metallics, 
don’t carry a lot of mixed stocks. Concentrate 
on Kleanbore. It will cut down your investment, 


INC., 


and speed up your turnover. Kleanbore ammu- 
nition is the most widely advertised. It is the 
best known. It wins the most championships at 
the traps and on the rifle and pistol ranges. Its 
record for superior quality is clear and unmis- 
takable. It has the largest consumer demand. 
Every hardware dealer can duplicate Mr. Mer- 
schel’s achievement if he will follow his methods. 


Your jobber has 


Kleanbore. Don’t sub- 
President 


mit to substitution. 
BRIDGEPORT, CONNECTICUT 


Originators of Kleanbore Ammunition 
MANUFACTURERS OF ARMS, AMMUNITION AND CUTLERY 


© 1933 R. A. Co. 











The Greatest Value Ever Offered—The Remington Standard American Dollar Pocket Knife 

















APRIL 13, 


1933 





THE THREE NEW 
DUTCH BOY PRODUCTS 


DUTCH BOY ALL-PURPOSE 

SOFT PASTE WHITE-LEAD. 
A new-type soft paste which, in addi- 
tion to being quick-mixing, can be 
used for inside flat as well as outside 
gloss work. Contains pure white-lead, 
pure linseed oil and a little turpentine 
—nothing else. 1214, 25, 50 and 100 Ib. 
kegs. 


DUTCH BOY COLORS.-IN-OIL. 

The new paste colors that can be 
added to paint without thinning. True 
in color tone. High in tinting strength. 
Easier to use. Especially suited for tint- 
ing white-lead paint. Line includes all 
popular colors. Friction-top cans to 
prevent skinning—half pint, quart, gal- 
lon. Also sold in tubes. 


= DUTCH BOY LIQUID DRIER. 
A properly balanced, full strength 
painters’ drier of characteristic Dutch 
Boy quality. Sealed cans: half pint, 
pint, quart, gallon. 


CARTER ALL-PURPOSE 
Soft Paste White-Lead 


Carter White-Lead is also now available in 
the new all-purpose, quick-mixing form 
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\ 

@ One of this year’s series of Dutch Boy 
advertisements appearing in full color 
in national magazines and spreading 
the knowledge of Dutch Boy quality. 
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DUTCH BOY 





OFFERS... 


An Improved Soft Paste White-Lead 
A Line of New-Type Colors-in-Oil 


A New Liquid Drier! 


Here’s another opportunity 
to show your customers that 
you carry the latest and best 
in paint materials. 
A chance to fill your customers’ re- 
quirements with a complete line of 
products, all of the same family, all 
made for use with each other, and 
all of the same high Dutch Boy 
quality. 

More than that, a chance to sim- 
plify your stock. For the new All- 
Purpose Soft Paste should ulti- 
mately enable you to carry one grind 
of lead instead of two, a real econ- 
omy which alert paint merchants 
are quick to take advantage of. 

Painters, too, quickly see the ad- 
vantages of the new Dutch Boy All- 
Purpose Soft Paste White-Lead. It is 
a quick-mixing lead which is equally 
suitable for both inside and outside 
painting, flatting perfectly or pro- 
ducing a fine, long-wearing gloss. 

The new Dutch Boy Colors-in-Oil 
are of the very highest grade and 
especially developed for tinting 


white-lead paint. They require no 
thinning... you add them to paint 
just as you take them from the can. 
Their “short”, buttery paste consist- 
ency makes this possible, and they 
disperse quickly... without lumping 
or streaking. They are high in tint- 
ing strength and absolutely true in 
color tone. In addition to their ad- 
vantages to the painter, they have 
this important advantage to the 
merchant: there are only four sizes 
... half pints, quarts, gallons and 
tubes. Think what this means to you" 
in simplification of stock and econ- 
omy of handling. 

Finally, there is the new Dutch 
Boy Liquid Drier. It is properly bal- 
anced and is manufactured espe- 
cially for painters’ use. It will not 
curdle or injure the paint. You can 
depend upon it to give characteris- 
tic Dutch Boy performance. 

Write to our nearest branch office 
for further information about these 


three new prod- Cogan 
ucts. 


NATIONAL LEAD COMPANY 


111 Broadway, New York; 116 Oak Street, Buffalo; 900 West 18th Street, Chicago; 659 
Freeman Avenue, Cincinnati; 820 West Superior Avenue, Cleveland; 722 Chestnut Street, 
St. Louis; 2240 Twenty-fourth Street, San Francisco; National-Boston Lead Company, 
800 Albany Street, Boston; National Lead & Oil Company of Pennsylvania, 316 
Fourth Avenue, Pittsburgh; John T. Lewis & Bros. Co., Widener Building, Philadelphia. 
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OTHER MEMBERS OF 
THE DUTCH BOY FAMILY OF 
PAINTER PRODUCTS 





DUTCH BOY LINSEED OIL. Raw 
or boiled. Pressed from specially se- 
lected seed to insure good drying 
properties. Pure. Clear, Well settled. 


Sealed containers: 1 and 5 gallon. 


DUTCH BOY WALL PRIMER. A 
special primer developed for use in 
white-lead painting. Stops suction, 
seals fire cracks and, at same time, 
serves as first coat. Possesses excep- 
tional hiding power. Forms a tightly 
adhering foundation for succeeding 
coats of white-lead. Works equally 
well on all interior surfaces—plaster, 
wall-board, insulating board, brick. 
concrete. Half gallon and one gallon 
cans. 5 gallon kits and 30 gallon 
barrels. 


DUTCH BOY FLATTING OIL. A 
carefully blended flatting liquid for 
use with white-lead to produce flat 
and semi-flat finishes for modern in- 
terior painting. For use also as a 
blending, glazing and bronzing liq- 
uid. Sealed containers: quart, gallon, 
5 gallon. 


DUTCH BOY RED-LEAD. The 
standard paint for iron and steel. A 
pure, fine, highly oxidized red-lead 
in paste form. Can be shaded to 
browns, greens and black for finish- 
ing coats. 1214, 25, 50 and 100 Ib. kegs, 
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of Standardized Mechanical Rubber Goods 


The Boston Line of Garden Hose 
A Standard Brand for Every Need 






Good Luck Hose Washers sell for 
10c. a package, showing you a 
splendid profit. Two gross (24 
cartons) in display container as 
shown. 

















The most imitated nvzzle ou 
the market. Never equalled in 
quality. Each nozzle packed 
ml a separate carton. 12 car- 
tons in full color lithographed 
display package. The fastest 
selling nozzle in the world. 










Known everywhere by 
name and recognized as 
the standard friction tape 
of the country. Nation- 
ally advertised. In 1, 2. 
4 and 8 ounce rolls; in 
full color cartons al) 


packed in handsome ful) UML 
J DOG |} 
: RICTION 


color display containers. 















BOSTON WOVEN HOSE & RUBBER CO. 


Makers of Quality Rubber Goods for Fifty Years 


Works: Cambridge Massachusetts Postai Address Box 5077, Boston, Massachusetts 
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CLOVER MFG. CO. 


Norwalk, Conn. 


ABRASIVE PAPERS AND CLOTHS — GRINDING COMPOUNDS 





CLOVER GREEN-STRIPE 
FLINT SANDPAPER 


Unit 1 Ream 


| 


Standard Special 
= 2 3" 8%” x 10%” 
Sheets Sheets 

in grits 


AMON 


No. 3/0 to No. 3 


AN 
\ 





CLOVER YELLOW-STRIPE 
ALUMINOUS OXIDE CLOTH 


Unit % Ream 
Standard 9” x 11” sheets 
in grits No. 7/0 to No. 2 
Also packed in Display Shelf Boxes 








\ 











SANDPAPER IN 









CLOVER YELLOW-STRIPE 
ALUMINOUS OXIDE 
CLOTH ROLLS 
50-yard 
ECONOMY ROLLS 


in Grits 
No. 7/0 to No. 2 








DISPLAY 
SHELF BOXES 
Standard Special 
9”%x 11” 8%” x 10%” 
Sheets Sheets 
SAND 
PAPER 
ROLLS 
1 inch wide 
in grits 
No. 2/0 and 
No. 1/0 
50 yards 

















CLOVER YELLOW-STRIPE 
ALUMINOUS OXIDE ROLLS 
METAL-CUTTING CLOTH 
in widths 2%” to 24” 


in grits No. 4/0 to No. 2 
50 yards 








CLOVER GREEN-STRIPE 
FLINT SANDPAPER 
HOUSEHOLD PACKAGES 


36-10c. packs of 
20 sheets each 





CLOVER YELLOW-STRIPE 
ALUMINOUS OXIDE PAPER 
FLOOR-SANDING ROLLS 
Open or Closed Coat 
50 yards in widths 4” to 12” 

in Grits No. % to No. 3% 








CLOVER RED-STRIPE 
TURKISH EMERY CLOTH 


Unit % Ream 
Standard 9” x 11” sheets 
in grits No. 3/0 to No. 3 


Also packed in Display Shelf Boxes 














HOUSEHOLD METAL- 
CUTTING AND EMERY 
CLOTH 


12-10c. packs, 6 sheets each, 





assorted grits 








CLOVER ORANGE-STRIPE 
GARNET FINISHING PAPER 
made in Open Coat Only 


Grits No. 7/0 to No. 0 
Unit % Ream 


GARNET CABINET PAPER 
made in both Open and Closed Coat 


Grits No. 4/0 to No. 2 
Unit % Ream 


CLOVER YELLOW-STRIPE 
ALUMINOUS OXIDE METAL- 
CUTTING CLOTH BELTS 


Widths 2%” to 14” 
Grits No. 4/0 to No. 2 











CLOVER ORANGE-STRIPE 
GARNET ROLL PAPER 


Made in both Open and Closed Coat 
- Widths 4” to 24” 
Grits No. 6/0 to No. 2 











CLOVER VALVE-GRINDING COMPOUND 


4-oz. and 2-0z. Duplex Cans 
Containing equal parts 
Grades E for Roughing, A for Finishing 


The compound in these cans is suitable for 
grinding valves, lapping cylinders, fitting 
piston rings, etc. 











CLOVER LAPPING COMPOUNDS 
For Shop, Tool Room and Garage 
Put up One Grade to the Can 
%-lb., %-lb., 1-lb., 5-lb. Cans 

8 


From Grade 2-A to Grade 5% 





CLOVER WATER-MIXED 
VALVE-GRINDING 
COMPOUND 


One Grade to the Can 
Two Grades 
Medium and Coarse 


Grades 2-oz., %-lb., 1-lb. Cans 
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Pico 
Hardware 


This attractive display of the Pico 
Hardware Company made from 


sales helps which we furnished. j\ Company 


Creates Sales 


with Plymouth Rope 
Window Displays 





Writing us enthusiastically on the subject of Window Displays, 
Charles E. Gockley of Pico Hardware Company of Los Angeles 
says, “Plymouth Rope Display attracts a good number of passers 
by — brings them into the store — Sales Helps you give us will 
sell Plymouth Ship Brand Manila to the majority of customers.”’ 


All of the sales helps which we furnished the Pico Hardware 
Company we will also furnish to you without charge. With our 
cooperation it is an easy matter at any season of the year to 
build a sales getting window display and“to increase profits 
through use of the Plymouth Rope-by-the-foot Selling Chart. 


PLYMOUTH CORDAGE COMPANY 
North Plymouth Mass. and Welland, Canada 


SALES BRANCHES 


New York Chicago Boston Baltimore New Orleans San Francisco 


PLYMOUTH 


° mis ted MANILA ROPE ° 





Ask your jobber, or drop us a line for 
full information on this selling service 
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Where this Kit 
is displayed 
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The Ingersoll Profit Kit represents $4.68 | They leave extra money with you they 


effortless profit for you. Contains 6 new wouldn't have spent otherwise. Put the 
Profit Kit on your counter and another in 


Yankees—3 new Tuxedo Wrist Watches. : ~ f 

ith, eens “semen” tee tet your window. Easy money for you! Your 
P ir helds — in jobber's salesman will be glad to tell you 

beauty, in quality, in value. They sell on = what his other customers are doing with it. 

sight! When people see — they buy. Askhim. 


The Latest Ingersoll Wrist Watch 
TUXEDO 


Out a month. Already the fastest selling wrist watch in 
America . . . because it's the handsomest, most trust- 
worthy low-priced wrist watch. $2.95 retail. Your 
profit $1.02—sure! Ingersoll-Waterbury Co., Waterbury, 
Connecticut. Geo. H. Eberhard, San Francisco, dis- 
tributor on the. Pacific Coast. 


INGERSOLL porofita are surg 
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Bolts and nuts in all standard 
and special shapes, sizes, alloys 
wa kudos Seed al ao 
cial rivets of all kinds. Wire rope 
clips. Turnbuckles. Belt fasteners. 
Automotive and railroad special 
items. Headed and threaded 
products for every use. Your spe- 
cialties are our specialty. 


10 





U We 0 N = MEETING THE 


GROWING DEMAND FOR STAINLESS STEEL 


ee 7 IN 


NUTS 
BOLTS 


RIVETS 
and 


PINS 


ENDURO is Licensed under Chemical Foundation 
Patents Nos. 1316817 and 1339378 


be pow are hundreds of places in industry where headed and threaded products 
of ordinary ferrous materials just cannot last—where rust and corrosion 
destroy the metal itself and cause early failure of equipment and machinery. The 
light section of threads with high surface exposure on bolts and nuts are par- 
ticularly open to attack. 

The answer to this problem is ENDURO Stainless Steel. During the past 
year Upson has experienced a growing demand for and produced thousands of 
ENDURO bolts, nuts, rivets, pins and similar products for use in food handling 
equipment, for marine duty, for architectural installations and for the petroleum, 
chemical, automotive, aircraft, textile, paper and brewing industries. 

ENDURO is Republic’s Perfected Stainless Steel. It does not stain, tarnish, 
rust or corrode even under the action of most acids. It is stronger than ordinary 
steels. It calls for more care and skill in its fabrication into threaded products, 
but Upson’s experience is your assurance that all Upson-made ENDURO items 
are made to your satisfaction. Fifteen grades of ENDURO provide an analysis 
to meet every condition of corrosion. Write for details. 


u PS ON NUT Pam St oO nN 


REPUBLIC STEEL 


CORPORATION 


25S 229-5, Be) OHIO 
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SMIRKING LITTER: 
FRAUD 


| @ Talk about rackets and racketeers. 
tion Here is the newest, the greatest “Public 
Enemy” of them all... Mr. Liar Lamp. 


He has been getting away with murder. 





But now his story can be told—and West- 
inghouse is going to tell it—and how! If 
rhe you missed the first installments in the 


Saturday Evening Post on April Ist and 








again on April 15th, don’t miss the next 


; of 

“ ones on May 6th and May 20th—and fol- 
-~" lowing months throughout the year. It’s 
an going to be a great “show” —don’t miss it. 


~ Westinghouse Lamp Company salesmen 
have complete details. Ask them— and 
send for giant reproductions of the first ads 
to display in your windows. Westinghouse 


Lamp Co., 150 Broadway, New York. 
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Just a Little More VALUE Makes the SALE 


The surest way to sell “UNION” Fishing Rods and ) 1 | 


5 





Reels is to first get them into a fisherman’s hands. 
Let him feel the hang and balance of the rod—then 


attach a reel—he’ll be won over by its easy wind- ; 
ing qualities. d | ; 
When you mention prices, he’ll want both—the d d 
extra value will make the sale. Our part is to make | 
q § 


*““UNION” Rods and Reels a little better than fisher- 


men expect for the money. 























No. 164 B No. 5 
Our new line includes Split Bamboo and Steel Fish- Split Bamboo Steel Fly Rod 
Fly Rod 


ing Rods for both fresh and salt water use. 
Also an attractive assortment of Reels of de- 
pendable “‘UNION” quality. Keep stocked. 






Your Jobber will supply you 

















7 
Reg. U. S. Pat. Off. 
Established 1854 
TORRINGTON, CONN. 
New York Office: 151 Chambers St. No. 7205 
Telescopic No. 7169 Quadruple No. 4421S 
Rod No. 7 Light Weight Fly Rod Multiplying Reel Steel Casting Rod 
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READER 


"MU cin WE MEAN You: 


Nicholson File Advertising, now appearing 
nationally, always ends its story of file quality 
by telling the reader to buy Nicholson Files 
from hardware dealers. 


But which hardware dealer? That is the 
question. And here is a way to let the reader 
know the Nicholson File Company means you! 


Now ready for your window, the Nich- 


store that you are the dealer referred to in 
the advertising. 


Lithographed in eight striking colors, com- 
pact, scientifically designed for the modern 
hardware store window, this display ties up 
your store with our National Advertising Cam- 
paign for files. Don’t delay. Send coupon. 

Display is free on request. (Display is 


crOlso 44” x 36”, side cards 9” x 16” — can 


olson File Display for 1933 tells the = S< V be electrically lighted.) Nicholson 


hundreds of file buyers who pass your 


S.A. File Company, Providence, R.I., U.S.A. 


oS 
{TRADE MARK) 


Genwi 
NICHOLSON FILES 


A FILE FOR EVER Y PURPOSE 


NICHOLSON FILE COMPANY, Providence, R. I. 


Gentlemen: Please send me Nicholson File Display. I understand it is free, with shipping charges prepaid. 


yd | Street 


City ten a 
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LITTLE (/SALES SET-UP 
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Keeprine Double X “front 
and center” is only good 
sales-sense. For it reminds 
the folks who read Double X 
advertising that your store 
is the place to buy it. In fact, 
that’s the big idea back of 


this tricky little counter dis- 
play. Done in fullcolor... 
holds three cans of Double 
X which you keep filling in 
from shelf stock ...takes up 
little top o’ counter room 


and makes that little pay big. 


Three little cans 
All in a row, 

You'll be surprised 

How fast they go! 


It’s yours for the asking— 
so are other new-idea display 
helps that sing out and sell! 
Write today to Schalk Chem- 
ical Co., 357 E. Second St., 
Los Angeles. Eastern Branch: 
3932 S. Lincoln St., Chicago. 
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A Leller GLASS FOR WINDOWS— 


clearer, flatter, brighter ...and at no inerease in cost 


Just as the famous L-O-F process revolu- 
tionized the making of window glass 
when it was perfected some 17 years ago, 
L-O-F Improved Quality Window Glass 
is now hailed by architects and builders 
as setting an entirely new standard of 
quality in glass for windows. A flatness of 
surface hitherto considered unattainable 
in window glass is its outstanding charac- 
teristic. Furthermore, thorough annealing, 
which makes it much less brittle and re- 
markably easy to cut, reduces loss through 
breakage and thereby increases your profit. 


Ask your jobber’s salesman about L-O-F 
Improved Quality Window Glass. Let him 
help you maintain a balanced stock and 
assist you in developing a sales-producing 
program. : 


= . 
LIBBEY-OWENS-FORD GLASS COMPANY, TOLEDO, OHIO, 
manufacturers of Highest Quality Flat Drawn Window Glass, 
Polished Plate Glass and Safety Glass; also distributors of 
Figured and Wire Glass manufactured by the Blue 
Ridge Glass Corporation of Kingsport, Tennessee. 


The unretouched photograph of the 
Fisher Building, Detroit,(shownabove) , 
was taken through Libbey-Owens-Ford — 
Improved Quality Window Glass. This | 
glass is so flat and of such exception- 
ally high quality that, through it, the 
detail of those many vertical lines is 
remarkably clear and sharp even to the 
keenly critical eye of the camera. This is 
regarded as one of the most exacting 
tests of window glass that can be made. 



























LipBEY Owens FORD 
CLASS COMPANY 







TheL-O-F label 
protects you 
and your cus- 












a tomers against 
omnes empl substitution. 
2 J National adver- 





~ tising has made 
it a familiar symbol of known quality 
te ay er a sae A 
strength, a red label single strength. 

° ° . 

The photograph in the circle is doubly convincing 
evidence of the fact that this glass gives a clearer, 
sharper vision. There is no difference in the way 
the Tower appears through the glass or above it 


LIBBEY:OwENS: FORD 
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THE NEXT SIXTY DAYS 
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Will probably be the most important of 
q the whole year for every hardware 

dealer in the land. They will be peak 

months this year as never before. 


The coming of spring finds great 
numbers of men and women in your 
community with forced leisure on 
their hands. The most economical 
way for the home owner to spend 
that time is to raise his own vegeta- 
bles and to make all possible house- 
hold repairs and improvements. 


He will need steel goods, fertilizer, 
seeds, household tools, paint, etc., 
and in most cases he will go to his 
local hardware merchant to supply 
those needs. Isn’t it vitally impor- 
tant, then, that you should do every- 
thing in your power to get your full 
share of this business? 


Knowing that the money you make 
this month and the next may ‘mean 
your success or failure for the year, 
isn’t it squarely up to you to do more 


than simply sit back and hope that 
perhaps some of this business may 


come your way? 


We here in the Geo. Worthington 
Co. have absolute confidence in our 
Country, our President and our 
People. We have carried on for one 
hundred and four years thru all the 
major crises in our country’s history, 
and have come thru each one a little 
stronger than before. We do not 
think the present will be an excep- 


tion. 


Our stocks are being kept complete 
and our salesmen are covering their 
territories AS THEY ALWAYS 
HAVE because we believe our deal- 
ers will need goods and we must be 
ready to supply them. 


To the utmost of our ability we wish to make it 
possible for every Worthington dealer to make 


a profit in 1933. 


To make that possible we urge you to 


MAKE THE NEXT SIXTY DAYS COUNT! 


THE GEO. WORTHINGTON CO. 


CLEVELAND, OHIO 


1829 


1933 
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8 Specific Valentine Services 
Keep Business Liquid... Build Sales 


You hear a lot about keep- dealers. It is based on the idea that 
ing your business liquid these days. action... not words... is needed to 
And it’s mighty important, especial- boost sales. It supplies you with the 
ly for paint dealers. That is why greatest values in paint history. And 
Valentine & Company have worked a complete sales plan, worked out to 
out their new 8-point service for the last detail: 








1 National window and _ store-display 5 Co-operative educational store-sales- 


service. men service. 
Store-personalized window demonstra- Specialized house-paint 
tion service. campaign. 


Local consumer advertising service House-painter and architect demon- 
(Direct-mail, Radio, Newspapers). stration meetings. 


Direct-consumer solicitation ‘*The Valentine Associated Dealers’’— 
4 service. s Co-operative and mutual. 
Get full details from the Valentine Don’t place your paint orders this 


salesmen. Then see if you don’t agree _ spring until you get the details of this 
this is the strongest plan ever worked new 8-point plan. It is designed to 
out to help you increase your paint make and keep your business liquid 
business. Get behind this plan. It ...and liquidity is the surest way to 
spells a boom in paint sales. profits in 1933. 


(Signed) . 


Vice President 








VALENTINE & COMPANY 


386 FOURTH AVENUE, NEW YORK CITY 


maxers or \f LS PAR smsnes 
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HINGEWARE HAND TOOLS 


Gw) 


NEW BRITAIN, CONN. 














MANUFACTURERS and DEALERS! 


GET THE LATEST OFFICIAL INFORMATION ON 


HARDWARE 


IN FOREIGN TRADE 
MONTHLY FOREICN TRADE STATISTICS 


Number 


3210 U.S. Exports & Imports of Abrasives 


3211 U.S. Exports of Cooking & Heating Ap- 
paratus 


3212 U.S. Exports of Sanitary Ware 
3213 U.S. Exports of Lamps & Lanterns 
3214 U.S. Exports of Other Hardware Items 





Number 


3204 U. S. Exports of Firearms & Munitions 

3205 U.S. Exports & Imports of Wood Screws __ 
3207 U.S. Exports of Builders & Other Hardware 
3208 U.S. Exports & Imports of Cutlery 

3209 U.S. Exports of Hand Tools ($1.50 per year} 


NEWS LETTERS 


Foreign Hardware Trade Bulletin Iron and Steel Fortnightly 


ANNUAL SUBSCRIPTION 
$1.00 PER SERVICE 


(Except as Noted) 








IRON-STEEL-HARDWARE DIVISION 
Bureau of Foreign & Domestic Commerce 
U.S. Department of Commerce 
WASHINGTON, D. C. 

Sample Copies Available on Request 








HARDWARE AGE 





re... 


: 
> 
% 
: 















































ie 





















© EF * z 


ae 
3 


“Gite 











i 3) 
sae 




















Note how powder bl 

forces out edges of Seal. Tite 

: ad against walls of gun 

pos od ceo wy | a perfect 
ween 

the shot pellets. a 





*Patented U.S. A 
1,659,649; 1,577,426: 


1,576,579; ie 






rT 
ap) The Water Test demonstrate 


Unlike Other Wads, Western Seal -Tite 
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THE WATER TEST 


| The wads in the photo- 
graph were placed in the 





| 


water at the sam 
The felt wad gradealiy be. 
came water-logged and in 


less than 24 hours sank to 


Composition Wads Do Not Absorb Moisture 


Wads used in all Western s 
Composition Wads are non-a 


are not. Better wads are one reason fo 


of Western shells. 


A wad that will absorb moisture from 
the air may contain more moisture than 
the powder and give off some of it into 
the powder. This decreases the firing 
pressure. ..Ifa wad contains less mois- 
ture than the powder, it may absorb 
some from it and increase the firing pres- 
sure. In either case, patterns can be seri- 
ously affected, with a loss in killing 


efficiency. 


Seal-Tite Wads Provide a Tight 
Seal Against the Walls of the 
Gun Barrel 
The gun barrel diagram shows how the 
edges of the Seal-Tite Wad are forced 
out against the walls of the barrel, com- 
letely sealing the 
ore. Seal-Tite 
Wads keep all the 
energy of the 
burning powder 
behind the shot 
charge. None of 





AMMUNITION 


s one of the big advantages of the Seal-Tite 
hotshells. It shows that Seal-Tite Molded 
bsorbent and moisture-proof; that felt wads 


r the superior shooting qualities 


the hot powder gas can get past the wad 
and melt some of the shot pellets. 
Patented* Seal-Tite Wads are uniform 
in size, thickness, shape and texture. 
There is no variation as in wads cut out 
of felt. Seal-Tite Wads are molded—not 
cut. In one or a million their resilient 
composition always provides the same 
degree of “‘cushion”’ to the thrust of the 
powder blast. 
Seal-Tite Wads are used in all Western 
shells—in the famous Super-X long 
range load, in the popular priced, hard- 
hitting Xpert shell—and in Western 
Field, Minimax, and Record shells... 
Write us for sample Seal-Tite Wad and 
make the Water Test yourself! 
Western Cartridge 
Company, 455 
Adams Street, 
East Alton, III. 
Branch Offices: 
Jersey City, N.J.5 
San Francisco, Cal. 


the bottom of the gl: 

swollen out of shape and 
to nearly twice its original 
size. You see the Seal-Tite 
Wad still floating onthesur- 
face—non-absorbent—still 
the same size and shape as 
when placed in the water! 















































































Tell them about the 


GREATER POWER and RANGE 
of Super-X .22’s 


..and the Sales are Yours! 





than any other .22’s. Every owner of a small 

bore rifle wants more power for his gun— 
more speed in the ammunition he uses—and longer 
range for hunting small game and pests. 


W ture SUPER-X cartridges are easier to sell 


All you have to do is to tell them about the terrific — 
shocking power, speed, range and accuracy of Super-X |~ 


—and the sales are yours! 


Here’s what a shooter in Mississippi says about 7 


Super-X: “Super-X accuracy is all that anyone could 
desire for hunting, but it’s killing power is the eye- 


opening revelation. Two shots, one slightly to the | 


* 
oe 


pH 
Ka 
= 








i 


th 


left and the othef to the right of the center of a 1'4- | 


inch dead pine pole cut it completely apart. Two bul- 
lets on the same spot on a sandstone broke out a chunk 
as large as my two fists. One bullet in a large hawk 
dropped him like a plummet. This shooting was done 
with hollow-point bullets. My rifle is a new one. I 
have shot nothing in it but Super-X and never will.” 


No wonder Super-X .22’s sell fast. There’s power to 
“get there” and drop what they hit even in the .22 
shorts. 50% more power—26% greater speed —made 
possible by Western’s patented Double Action pow- 
der! The golden Lubaloy coated bullets and special 
non-corrosive priming keep the rifle bore as shiny as 
a mirror without cleaning. The gleaming nickel- 
plated shells make these cartridges sell on sight. 


The best way to make money on ammunition is to — 
sell and feature Western—the simplified line of shot- | 


gun shells and cartridges. You can meet the require- 
ments of your locality with a few aa 
items. Each one is an outstanding 
a and shooters know 
it!...There’s a Western jobber 
near you ready to give the kind 
of service you want and expect. = 
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WESTERN CARTRIDGE COMPANY | 
455 Adams Street, East Alton, IIl. 
Branch Offices: Jersey City, N. J. San Francisco, Cal. 


SuperX 


LONG RANGE .22 CARTRIDGES 


PRINTED IN U. 8. A. 


—- 3 





me 


Ss aah 











ier to sell 
f a small © 
his gun— | 
id longer | 


1e terrific | 
f Super-X — 


ys about | 


ne could 
s the eye- 


tly to the | 


of a 1%- 


Two bul- 7 


it a chunk 


rge hawk | 


was done 
w one. I 


ver will.” © 


power to | 
n the .22 © 
d—made © 


ion pow- 
ds op 
; shin 

z nic el. 
ght. 


ion is to | 
> of shot- — 
> require- — 


— 





IDGES 


_ ae 
































This case 
FREE 

with your 
initial order 


























Gets instant 
attention 

to this 
profitable line 








It’s timely right now. The durable quality of 
our Half Soles, Top Lifts and Oak Strips and 
the very LOW PRICES talk ECONOMY to 
every customer. Seeing is buying at these 
chain store prices. 

Display case contains: 1 doz. 25¢ sellers, 1 doz. 
20¢ sellers, 2 doz. 15¢ sellers, 3 doz. 10¢ sellers. 
Also 15 Ibs. of Assorted Thickness Durable 
Oak Sole Shoulder Strips 614 and 814 inches 
wide. (Cost you 32¢ per lb. Suggested Retail 
Price 65¢ per lb.) 


COULSON HEEL CO. 


THIS DISPLAY CASE SELLS HALF-SOLES RAPIDLY 


This balanced assortment of the proven best 
sellers costs you only $15.00. No charge is 
made for the attractive display case. You sell 
the contents for $22.50. This gives you a mar- 
gin of $7.50 on a $15.00 investment. Fill-ins can 
be ordered from your Jobber whenever needed. 
Order now and display this Coulson Assort- 
ment while customers are planning to save 
money on shoe leather for Spring. Order from 


this advertisement and mention your Jobber’s 
name. 


Hanover, Pa. 
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SELF-LUBRICATING 


PUMP JACKS 


FOR ENGINE OR MOTOR DRIVE 


Where Myers Self-Lubricating Pump Jacks are 
used water costs are low. Powered by engine 
or motor, they provide plenty of water for 
household purposes, for barns and feed lots. 


Built to the same high standards of Myers Self- 
Oiling Power Pumps and Water Systems they 
are easily installed, economical to operate, 
dependable and long-lived. , 


Positive self-lubrication, fully housed and pro- 
tected, machine cut gears and pinions, adjust- 
able stroke head, steel side arms—well balanced 
construction throughout for care-free pumping 
service—they hold exceptional opportunities for 
profitable pump business. 


Samples on your sales room floor will talk for 
themselves. Literature and prices on request. 


DOOR HANGERS- STORE LADDERS. Etc. 


PUMPS + WATER SYSTEMS : HAY TOOLS « DOOR HANGERS 
pete capt ath LP OE OY AA 





“Maeufacturers MYERS’ HONOR: BIL’ _ Riana ating 
WATER acca iene UNLOADING TOOLS ~ BARN, FACTORY and 
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Zine Insulated Fences . . Steel Fence Posts 
-« American Steel Gates . . Banner Poultry 
Fences . . Protector Poultry Fence . . Union 
Lock Poultry Fence . . Poultry Netting . . 
Bale Ties . . Nails . . Staples . . Barbed 
Wire . . Wire of all kinds. 


LEADERSHIP 


POINTS THE STRAIGHTEST PATH TO PROFIT 


Countless words have been spoken and countless reams written about which fence offers the most 
value, which fence is of superior quality and which fence will sell faster. Vital questions, these, to 
farm and store prosperity. Fortunately, however, the answers are all combined into one word—and 
that word is “‘Leadership.”” The nation-wide preference for American Steel & Wire Company 
Zinc-Insulated Fences and Steel Fence Posts, offers indisputable proof of greater value, superior 
quality and more rapid turnover. Truly—leadership points the straightest path to profit. 


1831 1933 
AMERICAN STEEL & WIRE COMPANY 


208 South La Salle Steet, Chicago SUBSIDIARY OF UNITED ig STATES STEEL CORPORATION Empire State Bidg., New York 
94 Grove Street, Worcester ay First Nationel Benk Blidg., Baltimore 
AND ALL PRINCIPAL CITIES 
Pacific Coast Distributors: Columbia Stee| Company, Russ Building, Sen Francisco Export Distributors: United States Steel Products Company, New York 
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WOOSTER BRUSH SELLING SYSTEM 
Boosts Profits for Retailers* 
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These little bill boards tell a real 
story. And we can show you hun- 
dreds of expressions like these 
from retailers. What could say 
more for the worth of the Wooster 
Brush Selling System? Thousands 
of stores are now using it. It’s a 
selling success! 


Why not try it in your store this 
spring? No other season offers a 
better test. It is so easy to install 
and use. You order the special 
Wooster Sampler Deal at $12.50. 
You get the swinging panel display 
complete with one each of the 26 
“best selling’ WOOSTER Foss- 


APRIL 13, 1933 


ALL OVER THE COUP 





lt'sA Selling Success! 


Set BRUSHES; the sales-aid card; 
“quick order” blanks; advertising 
helps and full carton of 24—10c 
packages of Brush Cleaner. It’s a 
real bargain! Your jobber will tell 
you or write 


THE WOOSTER BRUSH CoO. 
WOOSTER, OHIO 





50°, MARGIN 


Special Sampler Deal Costs... $12.50 
mera Vale .... 65. ccccass 18.80 


Your Profit Margin .. . $6.30 
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The Original 


CONCEALED SCREW 
AUXILIARY LOCKS 


are still the BEST 
Auxiliary Locks 






YALE 
No. 42 DEADLATCH 
Crackle Brass Finish 

Can be deadlocked by an 
extra throw of bolt by 
either knob or key, thus 
affording additional se- 
curity. 


Suggested retail price 


$1.50 





YALE 
No. 44 DEADLATCH 
(also No. 441, with 
two cylinders) 
Crackle Brass Finish 
The lock that “never for- 
gets”— locks automatic- 
ally by double throw of 
bolt every time the door 

is closed. 


Suggested retail price 
$2.50 







YALE _- original Yale concealed ‘ 
No.40 SPRINGLATCH & 


 aenas screw type of Auxiliary Locks 
Ideal for vse on doors 1s not approached in security, 


where the chief require- 


ment is privacy. bd hd € 
oo durability or appearance. 
$1.50 One feature of these locks that 


you should point out to every 
. customer is that they cannot be 

taken off the door unless the 
Sell “YALE door is first opened. 


as a Line Each is packed with a template 
Feature YALE padlocks, spring- so that anyone with an auger 
latches, deadlatches, deadlocks, bit and screw driver can apply 
door closers, cabinet and truck ‘ js 
locks, school locks and builders’ the lock quickly, easily and ac- 
hardware. Identify your store curately. They are no more dif- 


with the name that is known . . ° 
oie an ae eek ol ficult to install than ordinary 


security and quality. auxiliary locks. 


THE YALE & TOWNE MFG. CO., Stamford, Conn., U.S.A. 
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MAKE 8420 PROFIT GROW 


where only *48 grew before 


Mail coupon for 
“HOW” BOOK 


O you want to make more money selling washers 
and ironers? The HOW book will show you HOW 
to do it. 

Westinghouse has the greatest laundry equipment 
line in its history — washers from the lowest price level 
to the finest deluxe machines America has seen (yet 
even these are below competition); Westinghouse 
Ironers which are an engineering triumph. . . the easiest- 
to-use ironers that have ever been produced. These too 
are priced below anything comparable. 

Back of this wonderful line is powerful advertising, 
telling the sensational news to all America—in the 
Saturday Evening Post, Good Housekeeping and 
McCall’s Magazines. 

...and the How book explains how you can sell 
complete Home Laundries for nearly the same monthly 
terms as a washer alone! Mail the coupon for full 
information. 
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Just mail coupon for your copy. It tells 
how to build your business... it’s full of 
successful, proven ideas that will mean 
money to you these days. 


Westinghouse Electric & Manufacturing Co., 
Merchandising Dept. H.A. 4-13-33 Mansfield, O. 


Sure I want to make more money selling washers 
and ironers. Send me free the new HOW book. 


Name _. a ae OL 
Address ay Poe ae 
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| Statement of Sales Policy 


1. MILFORD and MIL FLEX hack saw blades are sold exclusively through Distributors 
and Jobbers in various channels of distribution in territories where representation is 
| established. Direct inquiries and orders are referred to these representatives. 
| 
| 


MILFORD and MIL FLEX hack saw blades are not sold direct except in territories 
where representation has not been established. Such direct sales are made at resale 
prices enabling nearby Distributors and Jobbers to compete. 


3. MILFORD and MIL FLEX hack saw blade orders from non-stock carrying dealers 
are referred to representative Distributor or Jobber in territory where order originated. 


!. MILFORD and MIL FLEX hack saw blades are sold under a nationally announced 
discount, without rebates or special concessions of any description. The same dis- 
count is given all representative Distributors and Jobbers stocking these lines. 


| 5. MILFORD and MIL FLEX Distributors and Jobbers are discriminatingly selected 
and limited in number in a territory. Exclusive representatives are appointed when 





to 

















local competitive conditions and size of territory warrant. 


6. MILFORD and MIL FLEX hack saw blades carry an announced resale price that 
provides an adequate margin of profit to Distributor and Jobber. Price cutting is 
vigorously discouraged. 


7. MILFORD and MIL FLEX, other factory, special or private brands of hack saw 
blades, are not sold through any one channel of distribution at prices lower than 
quoted representative Distributors and Jobbers in all channels of distribution. If 
manufactured, special grades of hack saw blades, or their equivalent, will be avail- 
able to representative Distributors and Jobbers in all channels of distribution at the 











same prices and terms. 
8. MILFORD and MIL FLEX hack saw blades are sold on terms of 2% cash discount, 


10th proximo, or net thereafter. Freight is allowed on shipments of 100 lbs., or over. 


’ 9. MILFORD and MIL FLEX hack saw blades are guaranteed against defective work- 
manship or material, and if found defective or unsatisfactory, a fair and equitable 
adjustment or replacement will be made. Upon authorization all unsatisfactory ‘ 
blades must be returned to the factory for inspection. ; 


10. MILFORD and MIL FLEX Distributors and Jobbers are given direct mail literature, 
price lists, catalogue help, sales promotional assistance, technical and engineer- 
ing advice, factory representative contacting with consumer and educational as- 














sistance. 
At the request of any Distributor or Jobber representing these lines, we 
will disclose our discount schedule in substantiation of our nationally 
announced price policy. 
THE HENRY G. THOMPSON & SON CO. 
a 





New Haven, Conn. 
Feb. 9, 1933. 


President 
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Double-Quick 
OVEN TOASTER 


TOASTS BOTH SIDES OF 2 SLICES 
AT ONE TIME 


Chromium Plate 
Blue Diamond Finish 


List $695 




















No. E7722 





A New UNIVERSAL 2-slice Toaster that meets 
the demand for a large capacity toaster where 
the ordinary single slice type is not fast enough 
to meet family requirements. Takes up very 
little more space than ordinary 1-slice toaster. 
Toasts two slices of bread size 414x51, in., both 


Bread rack swings out slices at one time. 


and down on hinge. 


LANDERS, FRARY & CLARK 


NEW BRITAIN - - - - - CONNECTICUT 


28 HARDWARE AGE 




















OO a ee ee ne ee ae 





722 


A Challenge 


to Hardware Distribution 


HE 1932 N. R. H. A. Con- 
Teen at West Baden, Ind., 

was nearing a close. The 
chair recognized Charles E. Brad- 
ley, of Blue Mound, Ill. With a 
crusader’s zeal Mr. Bradley 
launched into the familiar facts 
of price competition faced by the 
independent hardware merchant. 
He stressed the average dealer’s 
inability to cope with the situa- 
tion and called for concerted ac- 
tion. Loud acclaim—then spirited 
discussion—led to the formation 
of the N. R. H. A. Price Com- 


mittee. 


Since that day in June this Com- 
mittee has faithfully followed in- 
structions; “To make an intensive 
survey of the price situation; obtain 
merchandise from various competi- 
tive agencies; to study, compare and 
analyze prices and qualities of such 
merchandise as to retail, wholesale 
and manufacturer’s prices.” 


At each 1933 state hardware con- 
vention an executive session heard 
the findings of the Price Committee. 
The committee’s report revealed 
startling examples of price discrimi- 
nation and established these indict- 
ments: that the retailer has been a 
poor buyer, has not known enough 
about either his markets or his com- 
petition and has not in all cases 
passed on available prices to the con- 
sumer; that the jobber has failed in 
his function of buyer for the retailer 
and the consumer and has not always 
passed on to the retailer available 
low prices allowed him by the manu- 
facturer, 


Trade reactions have been varied. 
Dealers participating in informal di- 
rect buying groups believe such ac- 
tivities should be expanded. Others, 
able to discount their bills and to 
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(An Editorial) 


handle merchandise in large volume 
say they can meet all competition, 
buying direct. 

A few dealers on_ preferential 
price lists dislike the price discussion 
and consider it “Dangerous Doc- 
trine” for the average dealer to hear. 
Presumably this favored group fears 
participation in such discussion may 
lead to the loss of their price ad- 
vantages. In some cases this will 
happen. From many sources is 
heard the familiar and foolish cry 
“eliminate the jobber—he is a toll 
gate on the road of hardware distri- 
bution. The hardware trade is the 
last trade to be so impeded.” These 
thoughts are entirely foreign to the 
interpretation we place on the find- 
ings of the N.R.H.A. Committee. Nor 
de we believe the Committee itself 
harbors such a notion. 


In our judgment the Price Com- 
mittee has properly brought the price 
situation into the open. But at every 
turn we believe the evidence stresses 
the very vital need of the wholesaler 
in the picture as the buyer, so that the 
retailer may concentrate on selling. 
This principle dominates the planks 
of the Harpware Ace .PLAT- 
FORM, with which the industry is 
familiar. It was on this premise that 
W. Walker & Co., Ltd., Toronto, 
Canada, operated from 1929 to 1932. 
The failure of the Walker experiment 
was not due to weakness in the plan 
but to insufficient capital in the face 
of depressed business conditions. The 
Walker story has been told com- 
pletely (See H. A., Jan. 9, 1930). 
Walker's most difficult problem was 
to get cooperating dealers to actu- 
ally meet prices when low enough 
costs were available. This same point 


is found in the N.R.H.A. study. It 


has been reported often among 
wholesalers operating on cooperative 
arrangements. 


The price situation must be met. 
It cannot be avoided any longer. It 
does not call for the elimination of 
the wholesaler because his function 
cannot be eliminated, though it is 
often transferred. The situation calls 
for a new appreciation of wholesaler- 
retailer relations—a new joint ac- 
ceptance of responsibility in distri- 
bution to the consumer. With the 
new responsibility comes new op- 
portunity. There is truly a “new 
deal” at hand. 


At many state hardware conven- 
tions E. B. Gallaher, editor Clover 
Business Service and treasurer, 
Clover Mfg. Co., Norwalk, Conn., 
made the opening address. His talks 
were a challenge hurled in the face 
of the wholesaler-retailer unit of 
hardware distribution. His theme 
was the price situation. His text was 
his own writings in recent years, 
augmented by the findings of the 
price committee. In the last two is- 
sues of Clover Business Service, Mr. 
Gallaher has written editorials “A 
New Light in the Sky” and “A Chal- 
lenge to the Wholesaler,” which carry 
his convention message a step further. 
He is constructively critical yet 
sympathetic. 

A composite of Mr. Gallaher’s con- 
vention talks and his two editorials 
mentioned appear on the pages im- 
mediately following. 


Our early interest and presentation 
of the Walker experiment and the 
principles laid down in the HARD- 
WARE AGE PLATFORM coincide 
with the salient points in Mr. Gal- 
laher’s message. 

With a feeling of great satisfaction 
that real progress is being made to- 
ward better hardware distribution we 
present this message. 




















Mr. Gallaher hurls this challenge at 
the hardware industry, particularly to 
the wholesaler-retailer unit of dis- 


tribution which must prepare itself 
immediately to meet all price compe- 


tition. He calls on the wholesaler to 


be the buyer and the retailer to do the 
selling. This message is a composite 
of his several 1933 convention talks 


and two of his editorials in the Clover 
Business Service as explained on the 


previous page. 


—The Editors. 


f WHE old-line Jobber-Dealer Unit 
has through negligence and in- 
efficiency worked itself into the 

unenviable position of being out of 

competition—unable to meet prices 
on identical goods quoted by its more 
efficient competitors, the Chains and 

Catalog houses. 

We will admit, for sake of argu- 
ment, that the independent retailer 
was not on his toes ten years ago— 
that with the change in the major 
business cycle he has been slow to 
fully grasp its significance; to cast 
off old ideas and rejuvenate both his 
store and his method of doing busi- 
ness; though, it must be said, of late 
this rejuvenation has been rapidly 
taking place. 


A False Position 


We must also recognize that the 
independent wholesaler has, during 
the past quarter century, worked 
himself into a false position in re- 
lation to his trade—abandoning his 
prime function of purchasing agent 
for the consumer, and becoming sell- 
ing agent for the manufacturer. 

As a result, the retailer has, from 
sheer necessity, had to assume the 
role of buyer and seller—shopping 
about among jobbers and manufac- 
turers for the best prices he could 
obtain to meet his ever-increasing 
problem of mail-order and chain 
competition. He could have done 
nothing else, under the circumstances. 
and survived. 

Manifestly, in the jobber-dealer 
set-up, it is the jobber’s function to 
buy and break up bulk purchases— 
it is the dealer’s function to sell— 
devote his entire time to selling— 
and to draw his supplies from some 
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one reliable wholesaler. When such 
a set-up is attained, it is always suc- 
cessful, provided each unit performs 
its special function efficiently. 

There can be no argument. how- 
ever, that in recent years the old-line 
jobber-dealer unit has not been effi- 
cient for the reasons pointed out, 
and, due to the supposed fickleness 
of the dealer in buying from any 
sources, and the apparent unwilling- 
ness of the jobber to demand the 
manufacturer’s best prices and pass 
them on, the old-line jobber-dealer 
unit finds itself today unable to meet 
competition. 

The new type of jobber-dealer 
units, known as Chains and Catalog 
houses, have, on the other hand, been 
functioning properly—their retailers 
confine their efforts to selling, and are 
doing a good job of it; while their 
wholesale departments employ the 
keenest of buyers, who succeed in 
purchasing their/requirements always 
at the lowest available prices; which, 
of course, the close cooperation of 
wholesaler and retailer in their units 
makes possible—they buy what they 
know they can sell, and they buy at 
the lowest market prices; take a full 
profit for both their wholesale and 
retail functions, and are able to out- 
sell their competitors—the old-line 
independent jobber-dealer units. 


Where the Manufacturer 
Fits In 


With this part of the picture in 
mind, we must now turn to the manu 
facturer to see where he fits in. What 
we find is anything but pleasing. 

For years before the chains and 
catalog houses had obtained a real 
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foothold, manufacturers of our staple 
lines depended entirely upon the 
friendly cooperation of the inde- 
pendent dealer and his wholesaler to 
place his goods in the hands of the 
consumer. Great manufacturing in- 
dustries were thus built up. 


An Exclusive “Club” 


As jobber and manufacturer grew 
in size and importance, so their per- 
sonal friendship for one another 
grew—and grew until there de- 
veloped a veritable manufacturer- 
jobber trust—a sort of exclusive ad- 
miration society. Jobbers would only 
buy from certain approved manufac- 
turers, and manufacturers would only 
sell to certain approved jobbers— 
“all members of this club.” For an 
outsider to attempt to break in was 
sacrilege. 

Well, the chains and catalog 
houses found it hard sledding for 
many years—had to sell unknown 
and often inferior merchandise be- 
cause the “best” was not available to 
them—they were outcasts—not mem- 
bers of the club. 

But even with this handicap, they 
grew and grew—bought in increas- 
ingly larger quantities and dis- 
counted their bills, until one fine day 
arrived when this despised business 
seemed so attractive that the manu- 
facturing members of the “club” be- 
gan to cast longing eyes. 

During all these long years the 
retailers had been working tooth and 
nail to sell the trade-marks of these 
blue-chip manufacturers to the pub- 
lic, and they finally succeeded in 
scaring the consumer into believing 
that if a lock did not bear a certain 
brand it gave no security—if a ham- 
mer, a saw, a plane, a chisel, or an 
auger-bit was not properly branded. 
it was not worth carrying home. 
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As a result of this nation-wide 
propaganda in their behalf, the fa- 
vored manufacturers boosted their 
prices clean out of line with costs of 
production and refused to talk on 
any other basis than “standard 
brand” and its assumed super-quality. 
Price must not be questioned. 

Finally, the chain and mail-order 
business became so enticing that it 
could no longer be resisted—first 
one, then another of the elite manu- 
facturing group approached these 
new merchants with hat in hand. 
They received a shock. 

The keen buyers of the chains and 
catalog houses had learned to do 
business without the help of blue- 
chip brands—they had managed to 
find other sources of supply which 
also produced quality goods— quali- 
ties in almost every case fully as 
high as those recognized as “stand- 
ard” brands. 

Another surprise awaited these 
gentlemen. They were told plainly, 
and without the mincing of words. 
that only certain of the many items 
in their lines that they were forcing 
on the old-line jobbers had real 
merchandising values — line-buying 
was out, so far as they were con- 
cerned. 


“Talking Turkey” 


They were then politely told the 
price the consumer was willing to pay 
for their most salable numbers—the 
price the chain or catalog houses was 
willing to pay—the quantity which 
would likely be required; and they 
were asked to quote on their best 
quality goods——branded or un- 
branded as they chose. 

So these blue-chip manufacturers 
swallowed their pride and began sup- 
plying the chains and catalog houses. 
and for a while have enjoyed a very 
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substantial business in consequence. 

But what about their membership 
in the “club?” What explanation 
would they give to their fellow-mem- 
bers—the old-line independent job- 
ber? How could they continue sell- 
ing “quality” and “brands.” “full 
lines,” and high prices to what they 
considered their “legitimate trade,” 
and, at the same time, cut the ground 
from under their feet by selling the 
chains and catalog houses-—who 
didn’t fall for the blue-chip “brand” 
stuff—at prices ranging from 20 to 
40 per cent lower? Ah! that was 
the rub! 


They Claim “‘Bootlegging” 


Of course, no explanation that 
would prove satisfactory could be 
given—so they denied it. And when 
confronted with the facts, they would 
just assume an air of complete sur- 
prise and innocence: “It can’t be so!” 
“Tt just couldn’t be!” “These fellows 
must, somehow, be bootlegging our 
goods!” “We will investigate at 
once!” 

Others, who thought themselves a 
little smarter, passed their goods to 
the chains and catalog houses 
through subsidiaries, or through 
some friendly merchant who agreed 
to handle the billing—assuming no 
responsibility—-for a trifling commis- 
sion. 

Whatever means they employed. 
and there were many, their goods 
kept right on flowing to the chains 
and catalog houses at low prices, and 
they kept right on denying the fact 
—selling their personal friends, the 
jobbers, at much higher prices for 
the self-same grade of goods—got 
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them to continue line-buying, and 
buffaloed them into believing that 
they would have to continue doing so 
if they wanted to take advantage of 
“the brand” and its implied quality. 

Many of the old-line jobbers, of 
course, have been in a semi-comatose 
condition for many years, otherwise 
they would not have allowed them- 
selves, and the thousands of dealers 
dependent upon them, to have been 
placed in the position in which they 
find themselves and their trade today 

-out of competition. 

Had the jobber been on his toes 
and recognized the true situation— 
friend or no friend—he would have 
broken away and demanded that the 
manufacturer place him on just a 
favorable a basis as to price, quality 
and the elimination of line-buying as 
he has been placing his competitors. 
The fact remains, he didn’t do so, 
and the manufacturer has kept right 
on imposing, and will keep on impos- 
ing so long as the jobber remains 
sucker enough to permit it. 


Dealers at Their Wits’ End 


Independent dealers have been at 
their wits’ end in vainly trying to get 
prices from théir jobbers which 
would place them in competition, but 
to no avail—the jobbers didn’t have 
the prices to give—meanwhile the 
chains were slowly but surely putting 
them out of business. 

Some dealers, in desperation, tried 
group-buying—bought out small job- 
bers and tried in this way to get 
better prices. These dealer-owned 
jobbers, or buying syndicates, are 
not the answer, for many reasons; 
and, while they may have given some 
relief, they have not proved entirely 
successful. 


(At least two such coopera- 


tives, Hall Hardware Co., Min- 
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neapolis, Minn., and Northern 
Hardware Co., Portland, Ore., 
have contributed greatly in 
pioneering wholesaler - retailer 
cooperation and have made real 
progress.—Editor.) 


The hardware industry, realizing 
that something was wrong, created a 
Hardware Council, designed _pri- 
marily to rejuvenate the industry. It 
wasted several years of valuable time 
—never even approached the under- 
lying fundamentals governing their 
problem — accomplished absolutely 
nothing worthwhile—then disbanded, 
leaving the industry worse off than 
it was when they started. The trouble 
was that its membership included 
manufacturers, jobbers, and dealers, 
bringing into the discussions, view- 
points—which should have been the 
same—but which were in practice 
diametrically opposite, and could not 
be brought together any better than 
oil and water. Had the Council been 
composed of jobbers and dealers 
only, truly working together to place 
themselves in competition with the 
chains and catalog houses, the story 
would have been very different. 


It Is a Fight for Existence 


It is manifest that if the inde- 
pendent jobber-dealer unit is to sur- 
vive, it will have to be completely 
reorganized along sound economic 
lines. Jobbers will find it increas- 
ingly difficult to spread a network of 
salesmen over vast areas—attempting 
to sell all manner and kinds of mer- 
chants, both in their own line and 
out—picking up unprofitable bits of 
business from large numbers of deal- 
ers, which are usually handled at a 
loss. They will have to stop compet- 
ing with their dealers by selling con- 
sumers direct. They will find it im- 
possible to keep on extending un- 
limited credit to poor dealer risks, 
and financially staking dealers who 
serve no useful purpose in a com- 
munity, at the expense of the sound, 
aggressive merchants in that com- 
munity, whether the sound accounts 
happen to be doing business with 
them or not. 

Live jobbers will have to group 
about them a sufficient number of ac- 
tive, substantial dealers whose ag- 
gregate business will represent their 
required volume and who will pledge 
them all their business; and, in re- 
turn, the jobber will have to service 
this group completely—supply ad- 


vertising, window dressing, help 
them to merchandise soundly, re- 
vamp their stocks to assure proper 
turnover, and last, but not least, 
stabilize the dealer’s stocks and place 
him in absolute competition on all 
items with the chains and mail-order 
houses. 

This seems like a big order, but it 
not alone is being done, but being 
done with the greatest success by at 
least two of the largest old-line job- 
bers in the country—and there are 
others who are working to this end 
and giving the matter most serious 
study—as it is now being recognized 
that the dealers in such groups are 
able to meet any chain or mail-order 
prices, and in many cases beat them 
—that they have been getting their 
full share of business even in these 
depression years—that they are mak- 
ing money—that they are happy and 
satisfied, and swear by the jobber 
who is servicing them. 

Needless to say, these jobbers have 
cast aside all the old worn-out 
theories of buying—they are buying 
backwards. They find out what an 
item must sell for to meet competi- 
tion; then their buyers set about to 
buy this article, or the equivalent, 
wherever they can get it—quality at 
the right price—to sell at the com- 
petitive price and show adequate 
margins for both wholesaler and re- 
tailer. 

Daily studies are made to deter- 
mine consumer-demand—chain and 
catalog house prices are checked up 
to the minute. They recognize that 
the true value of an article is com- 
posed of two elements—quality, and 
the lowest price at which it is being 
regularly sold by any reliable mer- 
chant. 

They recognize that a well-known 
“brand” or trade-mark is an asset 
only provided the item can be profit- 
ably sold in competition with equiva- 
lent quality of some other make. 


Dealers Today Mean Business 


As a result of the pressing demand 
which is now being made by dealers 
all over the country that they be 
placed by their jobbers in competi- 
tion, we can look for some real ac- 
tion by progressive jobbers who have 
seen the light—for the others, it will 
be just too bad—the dealers today 
mean business—they now realize that 
they must connect up with some one 
jobber who will give them complete 
service and absolutely place them in 


competition with the chains and cata- 
log houses, or they are through. The 
live ones don’t propose to get elimi- 
nated without a struggle. 


The Manufacturer Must 
Wake Up 


As for the blue-chip manufac- 
turers, they also have a real prob- 
lem on their hands—will they rise 
to the occasion? Some will—many 
will not wake up till it’s too late, and 
will be replaced by live, young or- 
ganizations which have no burden: 
to carry resulting from excesses 
contracted in the recent jazz era. 

Dealers all over the country have 
told us that trade-marks and brands 
mean nothing to them or to their 
customers. They state that in today’s 
market, any quality article will sell 
readily, regardless of brand, provid- 
ing the price is right, but not other- 
wise. 


Jobbers Revolt 


We know of jobbers who have 
gone off the old-man’s friendship 
idea of buying, who have cast loose 
from some of the nationally-known 
branded goods—due to the arrogance 
of the manufacturer or due to his re- 
cent policy of double-crossing them 
—have connected up with other lines 
equal in every way with the olc 
“standard” line—they are meeting 
with absolutely no sales resistance in 
putting them over, because they can 
be sold in competition with the 
chains and catalog houses with ample 
margins for both dealer and jobber. 

In one particular case which came 
to our attention, a blue-chip manu- 
facturer was selling a certain catalog 
house at 40 per cent below his best 
price to a large jobber—who, by the 
way, happens to be servicing several 
hundred selected dealers. The job- 
ber had handled this popular line 
for years—he abandoned it. Another 
line was located—careful tests were 
made of each item in the jobber’s 
own laboratory—the quality was 
found to be as high or even higher 
than that of the old line. The new 
line was taken on. 

Today the several hundred dealers 
who are being serviced by this job- 
ber are competing against the old 
blue-chip line, as handled by the 
catalog house—they are out-selling 
them. 

The jobber has his work cut out 
for him in becoming a real buyer 
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for his community—it looks now as 
if he is beginning to realize it, but 
the manufacturer had better watch 
his step and get his affairs in order 
pronto, otherwise he will be left at 
the switch. 

It is fully realized that it costs 
real money to place a new article on 
the market. There are the initial 
costs of experimenting—new machin- 
ery—advertising—sales promotion— 
and a hundred and one items of ex- 
pense before a new article can gain 
distribution and obtain consumer ac- 
ceptance. 

The consumer is always willing to 
pay for this service by accepting a 
high price as inevitable on a new and 
useful item. 

But when this item has been stand- 
ardized—the market developed—the 
cost of introduction paid for and 
liquidated in the initial high price 
asked, then the wise manufacturer 
will reduce his price to a point which 
will show him a fair and reasonable 
profit only—to do otherwise—to try 
to maintain high prices and trade on 
an “accepted” brand—is to invite 
competition, as competition always 
develops where a price umbrella is 
held over it. 


Overplay “Brands” 


The trouble being experienced by 
our blue-chip manufacturers has re- 
sulted from just this—they have over- 





Manifestly, dealers and jobbers, to be efficient, 
must operate together as one unit—each agreeing 
to do its share of the work at hand in an efficient 
manner—each agreeing to work on a fair and 
reasonable margin which will cover the proper 
cost of doing business, plus a reasonable profit— 
passing on all the rest to the consumer. 


—E. B. Gallaher 





played their “brands”—maintained 
prices out of line with costs—in 
desperation to increase volume, they 
have sold chains and catalog houses 
their best quality goods on a real 
value basis, sometimes branded and 
sometimes not; they have then tried 
to maintain the “dignity” of their 
“brands” by forcing them on the job- 
bers at high prices. The day when 
this can be continued is rapidly 
drawing to a close. 

Manifestly, the dealer’s best bet 
is to locate some live jobber who has 
re-organized his affairs and who, in 
consequence, can not alone place him 
in actual, profitable competition with 
the chains and catalog houses, but 
who has the facilities to completely 
service him in his merchandising re- 
quirements—there are such jobbers. 

The jobber’s best bet, if he has not 
already done so, is to get busy at 
once and convert his organization 











“They recognize that a well-known ‘brand’ or trade-mark is an 
asset only provided the item can be profitably sold in competition 
with equivalent quality of some other make.” 
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from that of a selling agency into a 
highly efficient buying organization 
—to intensively study mail-order and 
chain competition—become an ex- 
pert at retail merchandising—install 
a competent department for servicing 
dealers instead of “selling” them— 
engage an expert advertising man, 
trained in retail selling—then get 
busy and surround himself, within a 
limited area, with the best dealers. 
available in that area, who will give- 
him all their business in return for 
the outstanding services which he is 
able to render them. 

If jobbers will undertake such 
work on a truly 100 per cent, square, 
straight-shooting basis, they can and 
will attract the most desirable dealer- 
connections within the areas which 
they are able to service, and can de- 
pend upon their loyalty, as all deal- 
ers have been searching in vain for 
this very kind of hook-up, and would 
be glad of the opportunity to cast 
off all the old, uncertain methods of 
getting their goods if they could only 
be assured of proper servicing and of 
being placed, with adequate margin 
for themselves, in competition with 
the chains and catalog houses. 

There is not the slightest question 
as to the ability of the jobber in ob- 
taining as good or even better prices 
from the manufacturers than do the 
syndicate buyers—it all resolves it- 
self into the question as to whether 
the jobber is willing to be “born 
again” and become a real-sure- 
enough buyer for his trade—the rest 
is easy. 

And, be it noted, it is not necessary 
for a jobber to be classed as a “big” 
jobber in order to go through with 
such a program—any substantial, 
well-established jobber can handle 
such a problem efficiently if he ac- 
quires the necessary knowledge to do 
the job—has the willingness and de- 
termination to re-organize his meth- 
ods, and the guts to see it through. 
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MERCHANTS PROMOTION COMMITTEE 





OUNT VERNON, N. Y., has 
a population of 65,000. It 
has factories employing 26,- 


000 people and paying $36,000,000 


in wages. It has 895 retail stores of 
all sorts, with an annual sales volume 
of more than $38,000,000. It has a 
large population commuting to New 
York, which is only fourteen miles 
away. It has, also, a steady and 
growing leakage of business from lo- 
cal stores to New York shops. 

Many a town faced with this situa- 
tion has developed a vivid “trade at 
home” campaign, with intent to ap- 
peal to local pride and local interest 
as a plug for that out-of-town leak. 
Sometimes these campaigns have 
worked — temporarily. Enthusiasm 
dies quickly. Mount Vernon did 
something different. It attacked the 
basic local unsoundnesses which were 
helping drive trade away and, though 
response is sure to be slower, the 
gains that are made will be more 
permanent. 


Club Women Started It 


The women started it. Usually you 
can count on women to start some- 
thing—and to finish it. The Busi- 
ness and Professional Women’s Club 
called a civic meeting of organiza- 
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Business and Professional Women’s Club 


of Mount Vernon, N. Y. 


DO YOU BUY IN MOUNT VERNON? 
IF NOT, WHY NOT? 


THE MOUNT VERNON 
CHAMBER OF COMMERCE 
COOPERATING 


- tions to find out, if possible, what 


was the matter with Mount Vernon, 
particularly its stores. The meeting, 
attended by representatives of about 
every civic body in town, concluded 
that there were too many “fly-by- 
night” stores, and too many poor dis- 
plays of merchandise in store and 
shop windows; that the main streets 
of the shopping district needed 
widening, and that the general ap- 
pearance of building fronts could be 
made more attractive. 


Ordinances “Cleaned Up” 


Following an active campaign by 
the Women’s Club, ably supported 
by the local newspaper and _ the 
Italian language- newspaper of the 
town, the city Government began the 
work of widening the business streets, 
an ordinance was adopted ordering 
removal of all signs projecting more 
than 18 in. from building fronts in 
the business district, and an ordi- 
nance permitting the Mayor to grant 
permits to stores for stands on the 
sidewalk was rescinded. 

Then came the questionnaire. 
sponsored by the Business and Pro. 
fessional Women’s Club. 

This questionnaire, one of which 
appears in an accompanying illus. 









tration, was mailed to a substantial 
number of residents, was published 
in the Daily Argus and was distri- 
buted to the senior class in the high 
school. It was a means of discover- 
ing that the* wielders of buying 
power in Mount Vernon had some 
rather definite ideas on the kind of 
stores they liked, the grade of mer- 
chandise they wanted and the sales 
methods they preferred. 

It developed the interesting infor- 
matior that of 415 answering, repre- 
senting families of 1000 adults and 
257 children, 295 or 71 per cent sup- 
plied their needs in men’s, women’s 
and children’s clothing outside of 
Mount Vernon. Also, 104, or 25 per 
cent, bought their shoes outside; 139. 
or 33 per cent, their furniture, while 
smaller percentages went abroad for 
radios, pianos, automobiles, drugs. 
jewelry and even groceries. 

Then there was the quite natural 
question: “why do you buy outside?” 
That was where the buyers demon- 
strated that they not only spent their 
money elsewhere, but knew definitely 
why they were doing it. 


Why They Bought Elsewhere 


A total of 202, or 49 per cent, an- 
nounced that elsewhere they had a 
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wider selection from which to choose, 
while 97 were influenced by bette: 
salesmanship, which they termed 
“less insisting by clerks,” or “better 
salesmanship” or “indifference of 
Mount Vernon salespeople.” 

Another important factor in the 
minds of those answering was attrac- 
tive display of merchandise. A total 
of 143, or 34 per cent, remarked on 
the unattractiveness of local efforts 
in this field of merchandising. 

One interesting conclusion from 
summing up these responses was that 
of 159 offering special comment, 29 
per cent wanted better quality mer- 
chandise in local stores, while 22 per 
cent suggested a branch of a large 
New York department store in 
Mount Vernon, some unhesitatingly 
urging that it would provide local 
merchants with real competition. 

The customer is always right, and 
it may be said for the responsible 
Mount Vernon stores, thus faced 
with their errors of omission and 
commission, that they were quick to 
act. However, every town and city 
has its quota of small storekeepers 
whose understanding of business 
ethics is, to say the least, meagre. It 
was with these and with the allied 
problems of excessive “hawking” and 
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peddling on the streets that the Cham- 
ber of Commerce dealt, acting as the 
“mopping-up” contingent of a civic 
army. 


Newspaper Fought 
“Bankrupts” 


With the thoroughfares of the busi- 
ness district widened, the unattractive 
projecting signs well on their way to 
removal, and the responsible stores 
of Mount Vernon increasing their 
stocks of better quality merchandise 
and seeking improved window dis- 
plays, the Chamber of Commerce be- 
gan a campaign of publicity to cor- 
rect other faults. The local news- 
paper, which had valiantly fought 


SO Club women in the in- 
terest of Mount Vernon 
business, pointed out 
the weak spots, and all 
forces joined to re- 

store local prestige. 


for all that had been accomplished. 
through publicity in its news columns 
and comment on its editorial page. 





continued its efforts, and the Cham- 
ber contributed a steady stream of 
statements directed at untruthful ad- 
vertising by certain local stores. 

Saturated with the defeatist psy- 
chology, which has been all too com- 
mon during the depression, not a few 
small merchants were announcing on 
flamboyant streamers that they were 
“bankrupt,” or “going out,” or “re- 
tiring” from business. 

From its own vantage point the 
Chamber of Commerce was able to 
determine the truth of such claims. 
and, despite the depression and poor 
business, most of the statements were 
without foundation in fact. The 
stores did not intend to retire from 
business, nor were they bankrupt. 

There came statements from the 
Chamber of Commerce, most of 
them prepared by the secretary, who 
had been given a free hand to act for 
the membership. There were warn- 
ings against “fake sales,” vigorously 
supported editorially by the newspa- 
per. Other warnings were made by 
the Chamber, which at the same time. 
arranged talks and discussions on ad- 
vertising at the Chamber’s headquar- 
ters. 

In certain instances the Chamber 
followed a policy comparable to tha 
of a Better Business Bureau. One 
news item was headed “Chamber 
Gives Last Warning — ‘Advertise 
Truthfully.’ ” This was an interview 
with an “official” of the Chamber, 
who issued the “final warning to 
merchants that the Chamber of Com- 
merce will not sit back and permit 
false advertising in Mount Vernon. 
The warning is prompted,” continued 
the offjcial, “by a merchant on Fourth 
Avenue, who is violating the law by 
misleading advertising. Legal steps 
will be taken if the condition is not 
remedied immediately. The Chamber 
is basing its chatges that merchants 
violate the law, if they distribute 
misleading advertisements, on Article 
20, par. 421, of the Penal Law.” 

Meanwhile, the secretary of the 
Chamber of Commerce, personally, 
interviewed merchants engaged in un- 
ethical practices, and in almost every 
case succeeded by persuasion in hav- 
ing them change their tactics. In- 
stead of bankrupt or retirement sales, 
he suggested a “mid-summer” or an 
early “fall opening sale,” pointed out 
that the store would be much more 
attractive if restraint were shown in 
making sale announcements and 


(Continued on page 49) 
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Shall I Hire My Son? 


R. ERWIN H. SCHELL is in 
M charge of the Department of 

Business and Engineering 
Administration of the Massachusetts 
Institute of Technology of Cam- 
bridge, Mass. Mr. Schell and my- 
self have been corresponding re- 
cently on the subject: “SHALL I 
HIRE MY SON?” Mr. Schell has 
written an article on this subject 
with a lot of interesting facts under 
the study of the college graduate and 
the family business. This article was 
published in the Technology Re- 
view, Vol. XXXV, No. 5, February, 
1933, and can be obtained upon ap- 
plication. 

In passing let me say I must be 
more careful in referring to various 
publications. Recently I referred to 
a decision of the Supreme Court of 
the United States, handed down by 
Chief Justice Taft. This was in the 
patent case of the Mazda Lamp. It 
was a very interesting decision. I 
supposed, of course, you could get 
copies of decisions free of charge 
from the Supreme Court. However, 
it turned out I was all wrong. As a 
result of my article a number of peo- 
ple wrote to the Supreme Court and 
asked for copies of this decision. One 
of the secretaries of the Court seemed 
to be very much peeved in his reply. 
It seems the Supreme Court does not 
supply copies free of charge. Their 
decisions are bound in law books and 
in pamphlets and are sold and dis- 
tributed by certain concerns dealing 
in legal publications. 

Mr. Schell writes: 

“We have all heard of the boy who 
was taken into his father’s establish- 
ment ‘because he could not get a job 
anywhere else’—‘because he was 
such a trial to his parents that they 
wanted him where they could keep 
their eyes on him’—‘because his 
mother insisted that he have a posi- 
tion near home’—‘because he was 
not very strong.’ We have all heard 
of the boy who entered the family 
business ‘because I won’t have to 
keep regular working hours and I 
can have long vacations in the sum- 
mer’—‘because I’m not so likely to 
be fired’—‘because I can skip the 
heavy work and have a desk in the 
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main office’-—‘because if I get in a 
jam, mother will stand up for me.’ 

“Assuming that a parent has not 
been thus deterred, there still remain 
such important questions as these: 
‘Should I offer the boy a position at 
once or should he be given the initial 
benefit of a few years’ experience in 
another industry or establishment?’ 
‘Should I arrange for him to start in 
at the bottom of my business without 
favor or assistance from me, giving 
him unusually difficult tasks with 
which to test his mettle, or should I 
conduct his training under my own 
supervision?’ And finally, ‘Should I 
pay him more or less than the going 
rate?’ 


Logic Not Helped 


“Unfortunately, logic is not help- 
ful in settling these questions. Good 
arguments may be had on either 
side. But more objective data have 
been made available through a spe- 
cial study of 134 graduates of the 
course in Business and Engineering 
Administration at the Massachusetts 
Institute of Technology. These stu- 
dents, of the classes of 1917-1929, in- 
clusive, entered their respective fam- 
ily businesses. In company with 
something over 80 per cent of their 
classmates in this course they sub- 
mitted in 1930 detailed records con- 
cerning their post-graduate history. 

“The first study,of these data was 
directed toward the relative success, 
as measured by continuity of service, 
of these men who entered the family 
business. The chart entitled Rate of 
Departure from Family Businesses 
gives the history of 93 such grad- 
uates from varying classes, who en- 
tered the parental establishment im- 
mediately upon graduation. It is 
significant that the withdrawals, even 
among the graduates having the long- 
est industrial experience (12 years), 
do not exceed 25 per cent. This pro- 
portion is considerably lower than 
that of the average graduating stu- 
dent.” 

(The chart entitled Rate of De- 
parture from Family Businesses 
shows that at the end of four years 
87 per cent of these young men were 


in their father’s business, at the end 
of eight years 75 per cent and this 
rate continued 75 per cent for the 
following years up to 12 years—the 
limit of the study.) 

“Of course, it may be argued that 
nepotism may account for this ex- 
ceptional tenure of occupation. Were 
this a primary factor, it would fol- 
low that such men would be retained 
irrespective of fitness, but presum- 
ably would be given positions freed 
from burdens and hazards of execu- 
tive responsibility. The chart en- 
titled Occupational Distribution of 
Graduates in Family Businesses 
shows, however, that such graduates 
were rapidly raised to executive po- 
sitions. Indeed, this advance is much 
more rapid than that of any other 
group of graduates, although some 
correction must be made for the fact 
that. most family concerns so-called 
‘minor executives’ might well have 
equal or greater responsibilities. 
While this chart proves nothing with 
respect to the type of training which 
these young men received, it is log- 
ical to expect that they had more, 
rather than less, benefit of contact 
with their fathers and other major 
executives. 

“Perhaps the most interesting find- 
ings center upon the chart of Aver- 
age Salaries in Family Businesses. 
Here again, we find that young men 
who have had the opportunity to 
work with their fathers were receiv- 
ing relatively high remuneration. 
Other comparative studies indicate 
that this group ranges in the vicinity 
of the upper tenth of incomes in each 
graduating class. There is no ques- 
tion but that fathers generally have 
decided to pay their sons above the 
going rate. A particularly significant 
finding is the line showing the in- 
comes of those graduates who were, 
for a period, employed in concerns 
other than the family business. 
Whereas their initial earnings were 
lower, it is seen that these averages 
finally rise to the same level as those 
of their classmates in parental indus- 
tries, whose example they subse- 
quently followed.” 

(The chart in regard to salaries in- 
dicates that the sons start at a salary 
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of $1500 per annum. At that time 
the average salaries to other em- 
ployees doing about the same class 
of work was $2500. Therefore, the 
son started with a considerably low- 
er salary than the average. However, 
at the end of five years the son had 
caught up with the other employees 
doing similar work and was drawing 
a salary of $4500. After seven years 
he was drawing $6000 per annum 
and in ten years after graduation the 
average who remain in the business 
were drawing $10,000 per annum.) 

“Finally, the chart showing the 
Time of Entrance into Family Busi- 
nesses reflects the surprisingly large 
proportion of such men who enter 
the family business immediately 
upon graduation. Though we hear 
much talk of the value of initial ex- 
perience in other industries, it is 
clear that this group of parents has 
not attached great significance to this 
point of view.” 

(The chart showing the Time of 
Entrance into Family Businesses in- 
dicates about 68 per cent of the grad- 
uates who enter the family business 
do so the first year. The number 
entering immediately after graduat- 
ing is surprising. The second year 
only 5 per cent enter, the third year 
3 per cent, the four year 7 per cent, 
the fifth year 5 per cent, the sixth 
year 2 per cent and after that up to 
the tenth year about 1 per cent.) 


Combination of Training 


“Before drawing a general conclu- 
sion, we should point out that the 
combination of training in science, 
engineering, and business administra- 
tion received by this group of 134 
men especially fitted them for ulti- 
mate industrial activities of a man- 
agerial nature. The _ specialized 
courses in such subjects as market- 
ing, finance, production, accounting, 
and business law, as well as plant 
inspection trips, industrial summer 
work, and the use of the so-called 
business case problems established 
unusual familiarity with industrial 
realities. In short, the group was 
highly selected and well equipped to 
cope with business problems. 

“If tenure of service, extent of 
responsibility, or remuneration are 
any criteria, it is clear that such 
young men can and do make good 
in the parental business. The crux of 
the matter lies in a single question, 
‘Does the boy view the control of 
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wealth as a privilege or a responsi- 
bility?’ On this fundamental con- 
cept pivots his career in the family 
business.” 

Mr. Schell’s studies, of course, are 
from a record of graduates of the 
Massachusetts Institute of Technol- 
ogy. I wrote him acknowledging the 
receipt of his researches and charts— 
“The facts are very interesting. I 
understand these are facts in regard 
to graduates from the Massachusetts 
Institute of Technology. I wonder 
what the facts are of non-college 
boys who go into their father’s busi- 
ness?” To this I received the follow- 
ing interesting reply: 

“With regard to your question, I 
know of no researches which have 
been made in precisely this field. The 
only general light that can be thrown 
on this question comes from a recent 
study by Professor Taussig and Mr. 
Joslyn (‘American Business Lead- 
ers, by F. W. Taussig and C. S. 
Joslyn, published by the Macmillan 
Company) who say (page 233) : 


Business Man’s Son Leads 


“The outstanding fact brought 
to light by our data on occupational 
origins is that, contrary to an Amer- 
ican tradition of long standing, the 
typical figure among present-day 
business leaders in the United States 
is neither the son of a farmer nor 
the son of a wage-earner. Not more 
than 12 per cent of our respondents 
had fathers who were farmers, and 
only about 10 per cent had fathers 
who were manual laborers. If it is 
permissible to speak of a ‘typical 
figure’ in this connection at all, the 
business man’s son is certainly far 
more eligible for the title. The pro- 
portion of respondents having fathers 
who were business men of one kind 
or other (owners or executives) is 
no less than 56.7 per cent. Here is 
definite evidence, then, that the pres- 
ent generation of American business 
leaders has been recruited in great- 
er part from the sons of business 
men, and only to a minor extent 
from the sons of farmers and manual 
laborers. 

“This is all a very interesting sub- 
ject, and we are now engaged in col- 
lecting further information from our 
graduates which we hope will sup- 
plement our recent study.” 

I have known a number of grad- 
uates of the various departments of 
the Massachusetts Institute of Tech- 


nology. I have followed their careers 
with interest. Among the young men 
I know I am not aware of a single 
failure. One specialized in electric- 
ity. He is now one of the leading 
men with one of the largest electrical 
concerns in the United States and is 
drawing a substantial salary. An- 
other young man took the business 
course, also engineering. He was 
sent abroad by his father to take 
charge of all of their business in a 
foreign country. Under very difh- 
cult circumstances this young man 
has met with brilliant success. 

One thing, however, must be taken 
into consideration and that is that the 
Massachusetts Tech is known as one 
of the most hard working, exacting 
schools in this country. They do 
not believe in social frills. Their 
courses are clearly and definitely 
laid out. Each student is given defi- 
nite and related studies, and if he 
lacks mental ability, or if he is lazy, 
and frivolous, he does pot last very 
long. From what I have heard I 
conclude when a young man takes 
the Tech courses and actually grad- 
uates that he comes out well hard- 
ened and prepared mentally, physi- 
cally and philosophically to tackle 
the job of making a success in the 
line he has chosen. Therefore, I 
should conclude that first the quality 
of the young men who go to the 
Massachusetts Tech and next the 
hard training they receive has much 
to do with their subsequent success 
and their raises in salary. 


“That Reminds... .” 
When I found Mr. Schell’s first 


letter on my desk written on the let- 
terhead of the Massachusetts Insti- 
tute of Technology it made me smile. 
It brought back the memory of a 
dinner in the Far West many years 
ago. On one of my trips to a small 
mountain town I was invited home 
for the family dinner. There was 
only one son in this family. He was 
about six feet four inches tall, and 
as thick as a match. His name was 
Edmund. As the dinner progressed, 
just to make conversation, I asked 
his mother what she proposed to do 
with Edmund when he finished high 
school. Her reply was illuminating. 
She said she proposed to send him 
to the Massachusetts Institute of 
“Technicality.” So now technicality 
becomes technology, but I trust the 
next step is not technocracy. 
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They ll be asking jer MULTISPRAY 


This new sprinkling system, built right into Maxecon Hose, was 





a big seller last year. It is being even more strongly advertised 
this year. Spray heads are spaced approximately 12 feet apart, 
held upright by instantly detachable metal supports. A few turns 
of the thumbscrews change the hose into a sprinkler or vice 


versa, in two minutes. A full profit $7.50 item. 
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@ Unfortunately, the past two years have made Price 
loom large in buying all things... garden hose 
included. Your customers are trying hard to econ- 
omize, yet they depend upon you to protect them 


against bad bargains. 


Take cheap garden hose for instance. It is very 
likely to be the most expensive kind you sell, both 
for you and the customer. The chances are it be- 
comes stiff, cracks develop or the couplings pull 
out before many months. Your customer concludes 
that it’s just “no good.” His conclusion reflects 
on you. You lose his confidence and usually his 
trade. And what’s more, you can’t take much of a 


profit on cheap hose in today’s competitive market. 


(50 feet, Maxecon %” size, black) 


Many dealers have found that by concentrating on 
THE ADVERTISED PRICE 
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nent customers and better profits. It’s the tough 
hose that doesn’t crack, leak or develop kinks. It’s 
backed by strong national advertising support... 
at the fixed price of $5.50... 


don’t have to cut your price or trim your profits. 


which means you 


Put in one of the convenient, handsome Maxecon 
displays. Feature the striking gold-wrapped package. 
And be sure you know about the Multispray, the 
Sprinkling System built permanently into Good- 


rich Maxecon hose. It means $2 extra on each sale. 


THE B. F. GOODRICH RUBBER COMPANY, AKRON, O. 





e GOODRICH GARDEN CLUB e 


A Lightweight Hose That Gives High Value 


If you want to meet competition, sell a low-priced 
hose that has a reason for existing. .. Garden Club 
is light weight but strong, with a sinewy cord 
reinforcement ... It appeals particularly to women re 


gardeners...The best buy at or near its price. ae 
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W. C. Hack & Sons, Shamokin, Pa. 


Spring Is in the Air 
Get It in Your Windows 


URRAH! Spring is here at 

last! Everything is up and in 

action. Kids are whooping it 
up on the playgrounds and streets; 
gardens and lawns are showing signs 
of new life. It now remains for the 
window trimmer to put a little extra 
snap in the business of selling hard- 
ware. 

Here are two original window dis- 
play suggestions planned to do just 
that for you. As the HarpwarRE AGE 
interchangeable window display fix- 
tures are used for the plateaux and 
the background, those who have built 
their own from the instruction sheet, 
furnished free for the asking, will 
find these windows very quickly and 
easily installed. On page 61 you will 
find a simplified chart for reproduc- 
ing the cartoon for use with the wheel 
goods window. Just divide off the 
space on the show card you plan to 
use in the same number of squares 
as you find on the chart and proceed 
to map out the picture. You will find 
it surprisingly easy to do. If you are 
familiar with sign work or show card 
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writing you will be able to produce 
a good looking job here. 

rest of the window back- 
ground calls only for a straight let- 
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tering job. The center attraction on 
the background of the garden equip- 
ment window is also mainly a letter- 
ing job. A real alarm clock with a 
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face painted on card and placed over 
the face of the clock will be ef- 
fective. 

Yellow and green are good colors 
for the general scheme of these win- 
dows, and the dark part of the mer- 
chandise will take care of the con- 
trast and will also relieve the other 
colors. Right here let us point out 
the importance of uniform price 
tickets. See that they conform to the 
rest of the display. Use a cream 
colored card and medium dark green 
lettering. 

A couple of excellent seed win- 
dows are here presented. The Weller 
Hardware Co., Scottsbluff, Neb., 
sends the window showing seeds ar- 
ranged in the form of a map of the 
United States. John G. Morrell, man- 
ager, and Dick Wooden installed this 
window, using eight different kinds 
of seeds. They report that this win- 
dow is selling plenty of seeds for the 
Weller Co. 

Mr. Morrell says they placed a 
piece of heavy wrapping paper on 
the floor of the window. Starting 
from the center of the map they 
formed the different states, separat- 
ing them with strips of cardboard. 
The colors are arranged as best suits 
those shown on any printed map. 

Another beautiful arrangement of 
seeds and one that attracted a lot of 
attention, is that of W. €. Hack & 
Sons, Shamokin, Pa. The geometric 
designs are easier to arrange than 
the irregular shapes of the map. 
This general effect, obtained by the 
use of seeds and background acces- 
sories, was very colorful and cer- 
tainly is one to study and use. 

No spring window trimming cam- 
paign is complete without paint dis- 
plays. Fruehauf Hardware Co., 
Cleveland, Ohio, used the window re- 
produced here. The idea of graph- 
ically showing the purchasing power 
of the 1932 paint dollar as against 
the 1920 paint dollar is strikingly 
effective. Besides being a good paint 
display this window is a selling argu- 
ment. All window displays should 
be selling windows but here is one 
that works at selling overtime. It just 
about does everything but wrap up 
the merchandise. 

All of these windows have been 
selected because of their idea value. 
They are all clear enough for you to 
follow the plan of arrangement. 
They have worked well for those 

(Continued on page 61) 
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The Weller Co., Scottsbluff, Neb. 
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Assets—This firm’s records were 
saved in a disastrous fire that 
completely destroyed buildings 
and merchandise. 
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Courtesy Reminaton-Rand 


In Case of Fire 


Will You Have Reeords to Prove 


IRE starting by spontaneous 

combustion levelled the Union 

Hardware Company store at 
Marietta, Ohio. The fire burned for 
eight hours, starting about six o’clock 
in the evening. The building was 
chiefly of brick and wood and was 
five stories high. 

But the valuable records of busi- 
ness were saved! The three safes of 
cabinet variety and the two letter 
files emerged shipshape from the 
fire. And every book, record, and 
paper was instantly available in pre- 
paring their proof of loss for the 
insurance adjusters. 

A brother merchant in a small 
town in. North Dakota, however, 
‘wasn’t so fortunate. He didn’t antici- 
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Your Loss? 
By ROBERT K. DORAN 


pate fire and so he didn’t adequately 
prepare for it. One dark night fire 
visited his store. Here is this hard- 
ware dealer's own statement: 

“I lost all of my records by fire 
(in a register which was represented 
as fire proof). It was a very serious 
shock to me after the fire upon open- 
ing this register to find my records 
absolutely destroyed. This loss in- 
convenienced me in many ways be- 
sides collecting but very little of my 
outstanding accounts. I lost many 
customers who did not pay and 
would not come back to trade with 
me for reason of guilty conscience. 


It is impossible to fully realize my 
loss in this respect and the difficulty 
in reestablishing my business.” 

The proprietor of a Nebraska 
home supply company made this 
statement after his disastrous fire: 

“T had approximately $2,500 in 
charge accounts in a (so-called fire 
proof) credit file. These records 
were totally destroyed. After four 
months of constant effort I had col- 
lected $500 in cash and secured 
notes for $500 more. You will 
readily understand my actual loss, 
to say nothing of the time and 
trouble, has been a serious blow to 
me. 

“My stock was only partially cov- 
ered by insurance and was a com- 
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plete loss. I was able to collect what 
insurance I had but it took 60 days 
to get the money, due to the fact 
that I had practically no records and 
the insurance companies exercised 
their privilege of being fully satis- 
fied that my loss was more than the 
insurance in force. I know from 
my own experience that it is a 
mighty serious thing for any one 
conducting a business such as mine 
to lose the important records of his 
business.” 


When Fire is a Calamity 


Fire is a serious thing. A fire that 
destroys the records of business is 
a calamity! 

A while back R. G. Dun and Com- 
pany, in cooperation with a leading 
safe manufacturer, compiled a chart 
from a mass of fire and record loss 
reports. Later individual cases were 
studied in the field. The total cases 
considered ranged from a_ two-and- 
a-half million dollar manufacturer 
to a cross-roads store, and they were 
scattered from Quebec to California. 
The combined information produced 
these astounding facts: 

Seventeen per cent who furnished 
financial statements before the fire 
no longer do so. 

Fourieen per cent suffered a reduc- 
tion of 30 to 66 per cent in their 
credit rating. ; 

Twenty-six per cent were unaf- 
fected as to credit ratings, but they, 
too, lost in other ways. 

Forty-three per cent did NOT re- 
sume business. 

Read these facts over. Dwell on 
the last point Forty-three per cent 
did not resume business after their 
fire. The explanation for this ap- 
palling loss can be traced in most 
cases to one or more of the follow- 
ing reasons: 

1. Inability to collect fire insur- 
ance in full because of the destruc- 
tion of the records with which to 
prove loss. 

2. Inability to collect outstanding 
accounts because the records show- 
ing indebtedness had been destroyed. 

3. The difficulty of reestablishing 
business without the records of the 
past, for the records of the past are 
the guideposts to the future. 

4. Inability to dispute unfair 
claims of creditors due to the de- 
struction of receipts, contracts, agree- 
ments, etc. 

There is a fire for every minute 
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of the day and night. While reading 
this brief article a dozen fires have 
broken out in various parts of the 
country. The fire loss in the United 
States is the greatest in the civilized 
world. In 1879 America’s fire bill 
amounted to $97,000,000. It now 
exceeds $500,000,000 yearly. This 
loss is but a part of the toll exacted 
by fire, for this is the tangible loss 
only. The loss through destroyed 
records has been estimated by the 
National Fire Protection Association 
committee on Record Protection to 
be even greater than the loss due to 
burned buildings and merchandise. 

If fire swept through your store to- 
night and burned your books of ac- 
count, bills, invoices and_ other 
vouchers, how would you collect the 
money owed you? Thousands of 
business men have learned in after- 
the-fire experience that it is almost 
impossible to collect if the records 
are destroyed. 

A Flat River, Mo., firm was able 
to collect only $385 out of $3,200 
owed them. A store in Ackley, Iowa, 
had outstanding accounts of $1,800 
and collected only $600. Thousands 
of others have suffered serious loss 
or have been forced out of business 
because of failure to collect bills 
after a fire. 


You Must Prove Loss 


The fire insurance policy is a 
definite contract between the insured 
and the insurer wherein the latter 
agrees to reimburse the insured for 
proven loss up to the face value of 
the policy, and the insured agrees to 
exercise all reasonable precautions 
against fire; to pay for the policy: 
and prove loss by producing evi- 
dence of the amount and value of 
goods in stock at the time of the fire. 

Most hardware men don’t know 
that it is necessary to prove the 
amount and value of stock on hand 
at the time of the fire before the in- 





Safe-cabinets and safe-files protect 
this merchant's records. 


surance company will make settle- 
ment. 

Insurance companies do not take 
advantage of technicalities to escape 
paying losses. But they can no more 
afford to pay an unitemized invoice 
for burned merchandise than a 
business can afford to pay a bill 
without checking it to determine 
quantity, quality and price. 

When the insurance company 
settles a fire loss it is buying an ash 
pile. The owner must prove that a 
definite amount of goods, valued at 
a proven price, was in the ash pile 
before the insurer will settle the 
claim. This is the only way the in- 
surer can prevent fraud. 


Understand Your Policy 


The insured should read and un- 
derstand the conditions in his 
policies and be prepared to meet the 
requirements after his fire. Only 
trivial losses are settled by local 
agents. Losses of importance are 
settled only by trained adjusters, 
employed by the insurance com- 
panies to protect their interests. Ad- 
justers are keen business men. They 
often know more about many busi- 
nesses than the owners. Neither 
they or their employers take unfair 
advantage of the insured. They 
merely protect the insurer against 
fraudulent claims on merchandise 
that was not in stock or which was 
overpriced. 

To comply with the terms of the 
policy contract the insured must 
within the specified time (generally 
60 days), submit a complete inven- 
tor» of damaged and undamaged 
property. To substantiate this “after- 
the-fire” inventory the insured must 
produce at least one and preferably 
the last two _ regular “before-the- 
fire” inventories and original incom- 
ing invoices, books of account, bills, 
vouchers and all other records show- 
ing receipts to stock since the last 
inventory, and all other records 
showing sales or withdrawals from 
stock since the last inventory. Under 
certain conditions other supplemen- 
tary records may be demanded by 
the adjuster. 

Provided the insured carries 
proper insurance, has good busi- 
ness reputation, has complied with 
all the clauses in the policy contract 
and can prove his loss, there should 

(Continued on page 44) 
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a Mailing List 
With You 


NE of the most successful and 
extensive gift departments in 
any hardware store is that of 

the Dobyns-Taylor Hardware Co., 
Kingsport, Tenn. Their department 
functions all year and their enthu- 
siasm for it is closely related to its 
success. 

Among the ways employed. to 
keep their customers’ good will and 
patronage is to remember them, 
when on buying trips to the large 
cities, by mailing from these centers 
postal cards which serve a double 
purpose for the store. Not only do 
these cards please the customer be- 
cause he or she has been remembered 
but they serve to remind him that 
Dobyns-Taylor are searching the gift 
markets of the country for the best 
and latest merchandise. It makes 
them feel that when they buy a gift 
at Dobyns-Taylor’s they may be con- 
fident in its smartness and correct- 
ness. It is hard to estimate the far- 
reaching value of this reminder. The 
customers of this store will actually 
be stimulated to buy gifts regardless 
of the time of the year. The fact that 
they have been advised that Dobyns- 
Taylor buyers have been to the city 
is likely to encourage them to be 
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among the first to select gifts for 
present or future use. 

The card mailed from Boston, 
shows a picture of the interior of the 
store fastened inside a folder on the 
cover of which was printed “Now 
buying gifts in Boston. New Eng- 
land gifts are new and different.” 
The other card, mailed from New 
York, simulated a newspaper clip- 
ping stating that the buyers from 
Dobyns-Taylor were in New York 








Cards mailed by 
Dobyns-Tayler 
buyers when in 
the city. 


and giving their opinions about the 
business prospects ahead. It told 
about the store and its merchandise 
briefly. It is a clever bit of adver- 
tising. No matter whether you make 
a strong bid for gift trade or not, 
your hardware and housefurnishings 
business will benefit in the way of 
prestige if, when you go to the city— 
even for a visit, if you have a list 
of customers prepared and take it 
along and mail postal cards to the 
folks back home. They may even be 
printed or typed—customers will be 
pleased. This plan has been used 
by merchants in other lines and 
found successful. 





In Case of Fire 


(Continued from page 43) 


be no difficulty in collecting for the 
full amount of claimed loss. 

If all the records necessary to 
make and support such a detailed 
claim are burned or lost the insured 
has no recourse except to settle with 
the insurers on their terms. He can 
take his claim into court but there 
is no chance of recovery unless the 
necessary proof to substantiate the 
claim is available. 

In case of fire will you have as- 
sets, or ashes? Will you have rec- 
ords or charred paper? The one 
means collection of insurance in full, 


preserved credit, ability to collect 
accounts receivable and the ability 
to carry-on anew. Ashes, charred 
paper means a reduction in credit 
rating, an adjustment on the insur- 
er’s own terms, absolute inability to 
collect outstanding accounts, good 
possibility of paying many bills over 
again, inability to resume business. 
According to the Dun survey, 43 per 
cent of those who had fires did NOT 
resume business. A staggering fig- 
ure.- Had they had adequate record 
protection a totally different story 
could be told. 
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by D. W. NORTHUP 


President, Henry G. Thompson & 
Son Co. 


New Haven, Conn. 


ALES policies of manufacturers 

are important factors in deter- 

mining distributors’ _ profits. 
These policies are equally important 
factors in determining the manufac- 
turers’ own profits, particularly 
those manufacturers whose products, 
such as small tools, find a natural 
outlet through distributors. 

In the desire of manufacturers to 
stress the quality of their products 
they often neglect to mention the 
merits of their sales policies. Manu- 
facturers advertise and distributors 
demand full knowledge of the ad- 
vantages of the producers’ merchan- 
dise. Distributors should demand 
that manufacturers’ sales policies be 
publicly announced and be as good 
as their products. Distributors should 
also demand that the home office of 
the seller make a definite statement 
over the signature of an officer of 
the company, stating their sales 
policies and guaranteeing strict ad- 
herence thereto. 

These statements of policy should 
be clear, concise and disavow all un- 
sound practices. Distributors should 
carefully scrutinize them to be sure 
that they are duly protected against 
all unfair practices and that these 
statements are not merely a collec- 
tion of meaningless words. 

Some of the most destructive prac- 
tices are: secret rebates, allowances, 
concessions, incorrect billing; sell- 
ing factory brand quality as special 
or private brands to certain distrib- 
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Sales Policies Important 
as Merchandise Quality 


Distributors Should Resist Such Unsound Practices as 
Selling Factory Brand Quality as Private Brand at Lower 
Prices, Secret Rebates, Concessions, Allowances and 
Discriminating Against Any Channel of Distribution 
with Special Grades at Lower Prices Not Available to All 


utors or through certain channels 
of distribution at prices lower than 
the factory brand is sold to estab- 
lished distributors; and selling a 
special grade of merchandise in one 
channel of distribution without of- 
fering the same quality at equal 
prices in all channels of distribu- 
tion. Methods of this character are 
invariably based on secrecy and 
secrecy is presumptive evidence of 
an unsound policy. 


Other destructive practices of 
manufacturers are: competing with 
distributors by direct selling at un- 
fair prices; filling orders from non- 
stock carrying distributors without 
protection for established distribu- 
tors; and selling in territories where 
representation has not been estab- 
lished, at prices less than manufac- 
turers’ published resale schedule. 


The Distributor’s Competitor 
p 


The distributor’s greatest compe- 
titor is not always the competing 
distributor, but it is often the manu- 
facturer, who in whole or in part 
sells direct at prices with which dis- 
tributors cannot compete. Direct 
selling imposes a strain on the profit 
structure of an industry. Direct sales 
are invariably made at prices low 
enough to take the business away 
from the local distributor. That dis- 
tributor, in an endeavor to meet the 
low-price competition of direct sell- 
ing, often tries to prevail upon his 
source of supply for lower prices to 
meet this competition. This usually 
results in the general reduction of 
prices to distributors, which, in turn, 
means reduced profit to the offend- 
ing manufacturer himself, the dis- 


. 


tributor, and the competing manu- 
facturers in the industry. 

Distributors should not permit 
these practices to continue. When a 
manufacturer’s policies are unsound 
and detrimental, distributors should 
retaliate by vigorously opposing the 
offending manufacturer. 

In prosperity, some manufacturers 
market their products direct, either 
wholly or partially; but in times 
like the present, they should have 
learned that the distributors are an 
economical means of distribution, as 
well as a necessity for giving prompt 
service. In prosperity, in some cases 
at least, distributors feared the loss 
of a good line if they objected to a 
manufacturer’s sales policy, but to- 
day it is the manufacturer who is 
afraid of losing a good distributor. 
Here then lies the power of distrib- 
utors. United in purpose they can 
successfully resist the few manufac- 
turers*who use unsound and unfair 
practices. Action by distributors 
will protect their interests and in- 
crease their own profits. 

Recently distributors have learned 
that manufacturers cannot retain un- 
sound policies when distributors op- 
pose them. In several cases manu- 
facturers have been compelled by 
pressure from distributors to change 
their policies almost over night. 

Distributors should never fail 
actively and forcefully to combat 
manufacturers’ unsound methods in 
other territories as well as in their 
own. A manufacturer may institute 
an unsound policy in one territory 
or with one item in his line, and if 
it is not stopped at the point of 
origin it may spread into other ter- 
ritories or into other lines. Support- 
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ing a distributor’s cause in an out- 
side territory will build distributor 
goodwill for assistance in the local 
territory if reciprocity is necessary. 
If protests are of no immediate avail 
the discontinuing of the offending 
manufacturer’s lines by some of the 
more important distributors will 
have a far-reaching effect on that 
manufacturer and on other manufac- 
turers when this action becomes 
known. 

To prevent the destruction of 
profits, upon the establishment of 
fact, distributors should give pub- 
licity to the offending manufacturer’s 
unsound policies. Manufacturers 
should likewise give publicity to un- 
sound practices rather than to meet, 
blindly this form of competition 
with an equally unsound policy or 
an equally low price. 

Much good can be accomplished 
if distributors, their associations and 
trade journals will spread continu- 
ously propaganda to urge distribu- 
tors to act individually and vigor- 
ously protest to the offending manu- 
facturers against unfair practices. 

High prices contribute to prosper- 
ity; low prices prevail during de- 
pression. Therefore, it is to the in- 
terest of both distributors and manu- 
facturers to work continually for a 
stable market at reasonably high 
prices. 


Volume Mania 


At some time or other most man- 
ufacturers and distributors have had 
the idea that a price cut would pro- 
duce volume, and that volume would 
produce profits. However, in a staple 
article such as small tools the na- 
tional consumption of which cannot 
be increased, often the only result 
of quest for volume is profit destruc- 
tion. Each price advance means a 
profit on inventory to both manufac- 
turers and distributors and each 
price reduction means a loss. There- 
fore, the proper selling price for an 
article is not necessarily the price 
that will result in the largest sales 
volume. 

It is recognized that any manufac- 
turer has the right to put a fair price 
on his merchandise and advance or 
reduce prices at will. Broader wis- 
dom dictates, however, that all 
prices, terms and other conditions of 
sale should appear on the invoice 
instead of being granted through 
secret concessions, which, when ex- 
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posed, always lead to unprofitable 
price competition. 

There is a vast difference between 
price reduction and _ price cutting. 
Price reductions are a general price 
decline made in the open, but price 
cutting is a secret concession in in- 
dividual cases. Price cutting, there- 
fore, leads to a price decline in a 
demoralized manner and generally 
results in lower average prices than 
price reductions. 


Profit Destroyer 


Price cutting is so serious as a 
destroyer of profits that the Depart- 
ment of Commerce recently issued a 
pamphlet entitled “Effect of Com- 
petitive Price Cutting on Business 
Profits,” in which they state, “Many 
business men have resorted to com- 
petitive price cutting during the busi- 
ness depression in an effort to build 
suficient volume to maintain normal 
profits. Some of the difficulties of 
stabilizing profits by this plan are 
apparently not fully understood par- 
ticularly in the field of merchan- 
dising. Wholesalers and retailers 
have frequently cut prices on mer- 
chandise even though the cost of 
them remains the same. In the case 
of such competitive action the entire 
amount of the price cut comes out 
of gross margin.” 

To illustrate the findings of the 
Department of Commerce with ar- 
bitrary figures: Suppose an industry 
such as small tools, naticnal con- 
sumption of which cannot be in- 
creased by a price reduction, sells 
$1,000,000 per year of its merchan- 
dise. Assume the distributors’ gross 
margin of profit is 27 per cent and 
the annual yield is $270,000. If 
distributors’ selling prices are cut 
10 per cent the dollar sales volume 
will be reduced to $900,000, a loss 
of $100,000 a year. Distributors’ 
profit will be reduced by a like 
amount if no saving is made in the 
distributors’ costs. In order to pro- 
duce the same yearly dollar profit 
at the cut price it would be neces- 
sary to increase the industry sales 
to $1,430,000, an increase of $530.- 
000 a year, necessitating an increase 
of 59 per cent in the number of 
units sold. This, however, is not 
possible because the market cannot 
consume the additional merchandise. 

If a distributor or a manufacturer 
cuts the price 10 per cent on an ar- 
ticle in order to secure a desirable 








account, the competitor can usually 
regain the account by meeting the 
price. The only results are to invite 
solicitation of the distributor's or 
manufacturer's own accounmts:on a 
price cut basis and to reduce the 
competitor’s profits. It should be re- 
membered that if a competitor can 
hold an account on one price level, 
the competitor can usually hold the 
account on the cut price level. 

The slogan of the National Casket 
Makers Association used at one of 
their recent conventions completes 
the picture of the fallacy of price 
cutting on an article the national 
consumption of which cannot be in- 
creased, “Reducing the price of cask- 
ets will not increase the death rate.” 
But price cutting certainly increases 
the death rate of corporations. 

Harvy Firestone recently stated to 
the press, “Vicious price cutting is 
gradually driving industry into in- 
solvency. . . The basic evil in the tire 
industry is the policy of some tire 
manufacturers to furnish special 
brand tires to large distributors, 
such as mail order houses, at dis- 
criminatory prices compared to the 
prices at which these same tire man- 
ufacturers sell to their own dealers. 
By special brand tires I mean tires 
that do not bear the name of the 
manufacturer but instead bear a 
name designated by the special brand 
distributor.” He referred to these 
manufacturers as “Price Cutting 
Business Destructionists, many of 
whom are doomed to bankruptcy.” 
Price discrimination is unfair com- 
petition to the legitimate distribu- 
tors. 


A Means of Relief 


Distributors and manufacturers 
should remember that the Federal 
Trade Commission is an important 
agency of the United States Govern- 
ment for the protection of those suf- 
fering from unfair competition, and 
it should be kept in mind as a pos- 
sible means of relief against dis- 
criminating price cutters. The Fed- 
eral Trade Commission was created 
for this purpose, and it should be 
used. If a distributor finds that he 
is a victim of discrimination or a 
manufacturer is suffering from un- 
fair competition, a complaint based 
on facts can be registered with the 
Federal Trade Commission. In this 
way the complainant is relieved of 
all work in connection with the in- 

(Continued on page 64) 
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Bust Among Ourselves 


AST week in Chicago I met Hil- 
L mer Swenson, first lieutenant 
to J. Frank Grimes of I.G.A. 
fame. He confirmed the report that 
Mr. Grimes has under way a possible 
national voluntary hardware chain 
to be known as the Independent 
Hardware Alliance (I.H.A.). This 
was previously reported as a rumor 
in the March 16 issue of HARDWARE 
Ace. There are few specific facts 
available on the I.H.A., but in 60 to 
90 days something definite may be 
told. For two years Messrs. Grimes 
and Swenson have been making a de- 
tailed study of hardware distribu- 
tion toward this end. This they have 
done at the urging of an unnamed 
group of wholesale hardware firms 
which presumably will be the nu- 
cleus for any I.H.A. development. 
At present I am unable to learn 
where these wholesale hardware 
firms are located, their relative size 
in the national picture or their nu- 
merical strength. But I shall keep 
on digging and will welcome any 
help from readers. 
HA —— 

These same men are at present 
operating in the grocery, drug, 
wholesale candy and automotive 
equipment fields. Judging from the 
size of their headquarters staff and 
premises and from sketchy data 
shown me, their activities to date 
have been successful. Briefly, their 
plan, in all fields, groups existing 
wholesale firms (one to a territory) 
into a cooperative merchandising 
chain. From Chicago headquarters 
buying contracts are made with man- 
ufacturers and sales promotion plans 
are developed and distributed. Each 
wholesaler unit serves a group of 
cooperating retailers at reported re- 
duced distribution costs. This plan 
is said to put participating whole- 
salers and retailers in the current 
competitive picture without complete 
loss of their individual indentity al- 
though both wholesalers and retailers 
do become known as units of the 
parent organization. I am told this 
organization prefers to handle known 
factory brands, but if these are not 
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by CHARLES J. HEALE 
Editor, Hardware Age 


available at what headquarters con- 
siders the proper price, a private 
brand is used. 

HA — 

Any development of the I.H.A. 
will be vitally important to retailers, 
wholesalers and manufacturers in 
the hardware field and so this is the 
pledge of Harpware AGE to active- 
ly study any growth in the plan and 
to promptly publish the findings. 
With only the meagre facts, as given, 
it is impossible to come to any satis- 
factory conclusions about the prob- 
able or possible success of this pro- 
posed hardware venture. We all 
know of the dismal failure of previ- 
ous efforts to effect hardware chains 
on a national basis. At the same 
time many of today’s most success- 
ful business activities have been 
built upon the knowledge gained 
from previous unsuccessful efforts. 
For the time being this is a case for 
waiting and watching. 

HA 











From equally sincere groups of 
friends in the hardware trade come 
directly opposite opinions on the 
Public Utility question. One group 
urges a vigorous anti-utility cam- 
paign which will stimulate wide- 
spread growth of anti-merchandis- 
ing legislation. The opposing view 
is that progress is at last being made 
toward cooperative selling efforts 
with a minimum of unethical and 
unfair competition from the power 
companies. Most of the latter group 
concede that the Utilities have curbed 
unfair practices because of the 
threats of public ownership, anti- 
merchandising legislation, segregated 
accounting legislation and other pro- 
posed restrictive measures. With this 
I agree and without the slightest il- 
lusion that better competitive condi- 
tions have developed through fair- 
mindedness or any other idealistic 
growth. Nevertheless I do see an 
improvement in the entire situation 
and that should be our objective in 
the battle. Electrical appliance 


profits come only from sales—not 
from legislative victories over op- 
ponents. The battle for anti-mer- 
chandising laws, with victories in 
several states, has been a real contri- 
bution. The fact that such laws were 
actually passed and enforced was a 
shock to many Utility folks. It has 
certainly hastened the “spirit of co- 
operation” which was missing be- 
fore. Such legislative success took 
“cooperation” out of the convention 
resolution status and made it a part 
of Utility merchandising departments 
operating plans. That was progress. 
HA 

Here is another thought on this 
Public Utility question. Just what 
part of the total national annual 
sales volume of electrical appliances 
do the Utilities actually enjoy? The 
only figures on the subject I have 
seen are discouragingly incomplete, 
for they included only factory branded 
merchandise sales. I suspect that 
chain and mail order stores (selling 
largely under their own _ house 
brands) represent the real serious 
electrical appliance competition in 
today’s picture. Sears, Wards, 
Gambles, Western Auto Supply and 
other leading chains have hired many 
hardware men, well known in the 
trade. In confidence, some of these 
former hardware men have told me 
about the sales volume in many 
lines. Let me tell you, for example, 
that with one chain, monthly sales 
of washers, would well nigh stagger 
your imagination and, | hope, fire 
your ambition. There will be more 
on this subject later and in detail. 
HA 

From Wm. Feather I quote: 
“Those of us who run smaller busi- 
nesses often overlook the fact that 
the problems of our big corporations 
are the same as our own, and we 
envy their bigness, not realizing that 
they have attained large size by fol- 
lowing principles that we should 
also apply.” 














HA 








Dan Rennick, managing editor of 
Drug Topics, has conducted an in- 
(Continued on page 49) 
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MONG successful retail hard- 
ware store advertisers is the 
Swank Hardware Co., Johns- 

town, Pa. Their advertising has 
brought results over a long period of 
years. Robert J. Glock, Advertising 
Manager, and his assistant, John H. 
Boyd, devote a great deal of their 
time and attention to the mechanics 
of their ads—type selection, layouts 
and illustrations. They frequently 
employ the services of a local artist 
competent to represent merchandise 





By J. A. WARREN 
Associate Editor, Hardware Age 


exactly as it is, in a concientious ef- 
fort to present a truthful statement 
as to values. They make a studied 
use of manufacturers’ material for 
advertising, and the results thorough- 
ly justify their methods. Their copy 
contains no “ballyhoo,” but main- 
tains a standard of truthfulness that 
is appreciated and rewarded by every 
customer that ever responded to 
them, states Mr. Boyd. 

With this article we present two 
examples of Swank’s advertising. 
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Seven-column ad that sold paint. 


Note the informative column, 


“How Much Paint?” 





Retail Hardware Advertising 


The small ad is credited with the 
sale of 163 pails on a Friday and 
279 on Saturday—from one insertion 
in evening and morning papers. The 
larger ad, a seven column space, car- 
ries a column at the left side which 
should be studied by every hardware 
dealer handling paint. The heading 
“How Much Paint Will You Need?” 
immediately interests the prospect. 
Many people would paint if they 
realized how little expense is really 
involved, and few know how to esti- 
mate the quantity required. The way 
each room is separately illustrated 
and estimated as the amount of paint 
required tends to encourage buying. 
When a customer sees that 98c. worth 
of paint will do one coat in the bath- 
room he is apt to get started. And 
when one room has been freshened up 
in the home, you have a live prospect 
for more paint, wall paper, brushes 
and other equipment. If you have 
ever tried it yourself, you know that 
a repainted room makes the rest of 
the house look shabby. That’s your 
cue. These ads are planned to start 
just such a chain of events. 

The Swank Hardware Company 
does not believe their advertising has 
any magic in it which would account 
for its selling success. They have 
built up, through years of consistent 
advertising, an acceptance by the 
public which actually makes any ad- 
vertising they do more productive. 
Some sporadic advertisers complain 
that advertising doesn’t pay. “Ad- 
vertising; yes, I tried it once. It 
didn’t pay,” was the off-hand com- 
ment of one of these. Of course it 
didn’t pay—the way he did it. 
Neither would a window display 
make any great dent in public con- 
sciousness if a miscellany of mer- 
chandise were dumped into it, left 
there a week and removed for ever. 
It takes intelligent, steady pounding 
to acquaint people with your store 
and to make it respond promptly. 
But you can if you keep at it—intel- 
ligently. 

Pick up some of the current ads in 
your newspaper. Include your own. 
Would they sufficiently interest you, 
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Nesco Twelve Quart Copper Bearing 
Galvanized Pail at 
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This ad, two columns by seven 

inches, sold 163 pails on a Fri- 

day, 279 on Saturday, with one 

insertion in morning and eve- 
ning paper. 


as a consumer, to go to the stores 
and inquire about the merchandise? 

Much has been written about the 
intricacies of typography, copy writ- 
ing and all the other musteries of 
the “craft.” No amount of fancy 
typography or “highfalutin’” copy 
writing will convince the public that 
your retail store has values, but con- 
vincingly truthful statements of fact 
will do it—if you keep at it and 
stand squarely back of what you 
print. A previous article in this 
series suggested the use of a short 
editorial in some portion of your 
newspaper space, the purpose of 
which would be to chat with your 
public in a straightforward way, tell- 
ing them why your store offers bet- 
ter values. We urge it again. Make 
it a feature of your advertising. 
Determine right now that each and 
every ad you use will be built with 
the idea of building up public con- 
fidence in your values. Once you 
have achieved this confidence, noth- 
ing but a failure to live up to it will 
take it away from you. 

This does not mean that you must 
talk high priced merchandise. Cus- 
tomers may not always want the 
highest grade, but you can depend 
upon it they want the best value for 
the money. Some advertisers hurt 
themselves and the business gener- 
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ally when they advertise that they 
sell a $7.50 item for $3.50 or any 
other lower price. Be sensible, let 
the public know you sell several 


grades and that they are priced ac- 
cording to quality, Nothing mys- 
terious about that, if your values are 
right. Customers will do the rest. 





Just Among Ourselves 


(Continued from page 47) 


teresting and constructive editorial 
campaign on “price upping.” This 
is another way of saying “stop cut- 
ting prices and stop featuring junk 
items at extremely low prices, etc.” 
He invites me to follow suit and 
generously offers access to his data 
files on the subject. This is a much 
needed campaign in the drug field, 
but I do not believe that hardware 
stores generally have been guilty of 
destructive price cutting. In fact I 
am sure that when compared with 
the action of any other retail field. 
the hardware dealer has made the 
most consistent effort to hold to list 
prices and to endeavor to sell a bet- 
ter grade of goods. If anything, the 
hardware man has been a little slow 
getting into the price competition 
picture and has been steadfast to 
quality ideals. Of course “price up- 
ping” also includes selling higher 
unit price items, getting more dol- 
lars and cents per sale, etc. I hope 
Dan is successful in this effort, for 
drug stores (chain, pine boards and 
independent) have driven a price 
axe through many lines that were 
the bread and butter of other dealers. 
They have done so to make leaders 
that built store traffic. Yet how they 


can howl (usually in the dear pub- 
lic’s interest) when any other type 
of retail store becomes interested in 
a drug line. And don’t forget that 
drug stores are open long hours, 
seven days a week (also in same dear 
public’s interest). Although many 
states have laws restricting drug 
stores’ Sunday sales to the emergency 
materials which should be available 
seven days a week, it is quite evident 
that the restrictions are not observed 
and are not enforced. 


Another step of progress for more 
sensible railroad rates comes from 
the Louisville & Nashville Railroad 
which proposes a two cents per mile 
rate on coaches and three cents per 
mile, without surcharge, on sleeping 
and parlor cars. This is to be ef- 
fective between all points on the 
L & N system and also in construct- 
ing the L & N’s proportion of inter- 
line tickets. These new rates be- 
come effective as soon as the neces- 
sary tariffs can be filed and made 
effective. As mentioned before, rail- 
roads west of Chicago are using RR 
script books which save the traveler 
about 25 per cent net. 





Mount Vernon Had Lost Sales to New York 


(Continued from page *35) 


would indirectly contribute to the ap- 
pearance of the entire business dis- 
trict, bringing more residents to trade 
there instead of in other cities. 

Then there was the problem of 
noisy selling in front of shops. The 
Chamber began making statements to 
the local newspaper on this evil. 
“Merchants Are ‘Hawking’ Their 
Wares, Is Charge,” said one head- 
line. The news item pointed out that 
the Chamber of Commerce had com- 
plained that an ordinance against 
public hawking was not being en- 
forced, and that, particularly on Sat- 
urday nights, men stood in front of 
their shops shouting and “ballyhoo- 
ing” their products. “This system is 
not only unethical,” said the Cham- 
ber, “and does not really promote 


business, but it is a disgrace to the 
city.” This phase of the campaign 
also had its effect, and “barking” of 
wares ceased. 

Today, Mount Vernon’s business 
section is far different in appearance 
from the former narrow-appearing 
streets, cluttered with projecting 
signs. The stores are trying to do 
some real merchandising, having re- 
alized that they are merchants and 
not operators of junk shops. Sales 
are still the order of the day, but in 
general the trend is toward conserva- 
tive statements and presentation of 
sales by good window displays and 
small display cards instead of by gi- 
gantic signs screaming bankruptcy 
or retirement from business. 
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Southern California Dealers Had Good Meeting 


—L. C. Stanley Elected President 





TOM M. GEORGE 
Retiring President 


i VEN a severe and property dam- 
aging earthquake did not keep 
down the enthusiasm and attend- 
ance at the 12th annual convention of 
the Southern California Retail Hard- 
ware Assn., Los Angeles, Cal., March 
14 and 15. A representative gathering 
answered the “Call to Arms” to study 
the “Business Battle,” and how to best 
lay down a barrage for the ensuing 
year. 

Dealers in the zone most severely 
shaken by the earthquake were not 
able to attend all of the meetings, but 
attended many, wearing a smile, and 
optimistically showing photographs of 
walls fallen, roofs caved in, windows 
shattered. They related how their 
stores were cleaned up and ready for 
business shortly after the quake hap- 
pened. Some had opened in their 
warehouses, or as in Compton, where 
all of the stores in the main business 
district had moved several blocks away 
into a large exposition building, virtu- 
ally a department store of individually 
owned departments. 


Following Up Legislation 


Officers of the association have been 
very active in working on and follow- 
ing up bills impending in the State 
Legislature, and secretary J. V. Guil- 
foyle reported on many of the bills 
vitally affecting the California mer- 
chant, particularly taxation. The as- 
sociation is especially interested in one 
bill proposed which would raise the 
commission paid on the sale of fishing 
and hunting licenses. 

The viewpoint of the utilities rela- 
tive to appliance merchandising was 
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L. C. STANLEY 
New President 





J. V. GUILFOYLE 
Secretary-Treasurer 


brought to the convention by Carl A. 
Swigart. In a lively discussion dealers 
cited examples of both fair and unfair 
practices in the merchandising of ap- 
pliances by utilities and offered definite 
suggestions to the representative to 
carry back to his organization for the 
betterment of relations between hard- 
ware dealers and the utilities. 

C. H. Byers, Churchill & Cassou, 
Escondido, Cal., told how a group of 
hardware dealers are solving the “Back 
to the Hardware Store” movement in 
San Diego county. Organized as the 
Price and Service Hardware Assn., 23 
dealers in San Diego, and surrounding 
cities of the county, through coopera- 
tive planning, buying of merchandise, 
advertising and monthly sales held si- 
multaneously have very materially in- 
creased their business. 

The manufacturers’ place in the dis- 
tribution of hardware was brought out 
by N. A. Gladding, vice-president, E. C. 
Atkins & Co., Indianapolis, Ind. 


Talks on Window Trimming 


W. L. Alexander, Consolidated Dis- 
plays, Inc., Los Angeles, Cal., gave a 
talk on “Trimming Windows to Make 
Sales.” His assistants first set-up what 
he termed a typical hardware dealers’ 
window. Then they redecorated and 
rearranged it into a selling window, 
using the same merchandise, elimi- 
nating only a few unrelated items. 

At the evening session, T. M. George, 
retiring president, Santa Barbara, Cal., 
talked on “Looking Back on the 1932 
Conflict and the Lessons Learned from 
It.” He urged members to keep in 
stride with the times and advocated 


closer relations between dealers and 
wholesalers. 

“Mrs. Customer” was heard from in 
“The Women Shoppers’ Impressions of 
the Hardware Trade,” presented by 
Mrs. W. F. Malone, Chairman, Amer- 
ican Home Section, Federation of 
Women’s Clubs. 

Walter Biddick, advertising man, 
talked on “A Sales Promotion Plan for 
Public Interest in Hardware Stores.” 
He outlined a plan for a cooperative 
radio advertising campaign to make 
the general public and the housewife 
think of the fine stock of merchandise 
carried by their hardware store. 


Secretary Guilfoyle Reports 


On the second day of the conven- 
tion, J. V. Guilfoyle, secretary-treasurer 
of the organization presented his re- 
port covering the activities of the asso- 
ciation during the past year. He also 
gave a detailed report of the N.R.H.A. 
price “survey. 

L. F. Danforth, president, Los 
Angeles Builders Exchange, Los 
Angeles, Cal., gave a very optimistic 
talk on the “Building Outlook.” 

Prof. Wm. E. Kock, School of Mer- 
chandising, University of Southern 
California, spoke on “Prepare and 
Study for Future Success.” 

L. C. Stanley, Whittier, Cal., presi- 
dent-elect of the association, talked on 
“Mobilizing for Better Business.” 

H. E. Sherman, Jr., vice-president, 
Leo J. Meyberg Co., wholesalers, gave 
a very enlightening talk on “Selling 
Major Electrical Appliances.” 

Sam F. Worswick, author and lec- 
turer, gave a forceful address on 
“Salesmanship and Service Will Chase 
the Depression from the Hardware 
Store.” Mr. Worswick emphasized 
good salesmanship with many exam- 
ples and recommended that dealers 
cultivate the knack of radiating cheer- 
fulness. He also advised them to create 
in their stores a friendly atmosphere. 

The convention closed with the elec- 
tion of L. C. Stanley, Whittier, as 
president. A. G. Cornwell, Glendale, 
was reelected first vice-president, and 
Hayden Robertson, San Diego, was 
elected second vice-president. J. V. 
Guilfoyle, was reelected secretary- 
treasurer. Regional directors are: R. T. 
Watkins, Santa Paula; Arthur Green, 
Long Beach; B. H. Cheney, Los 
Angeles; Marion Hammersley, Puente; 
Gurman Hoppe, Fullerton, and C. H. 
Byers, Escondido. 
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These photos show the extensive dis- 

play of jig saw making equipment 

and the homecraft exhibit of the 

Stambaugh - Thompson Co., Youngs- 
town, Ohio 


INCE those who are interested 
in the use of jig saws are likely 
to be interested in other hand- 
craft tools, the Stambaugh-Thomp- 
son Co., Youngstown, Ohio, have 
combined displays and promotion 
of jig saw puzzle making equipment 
and homecraft articles made by cus- 
tomers and others in their locality. 

Jig saw puzzle popularity has 
stimulated trade in puzzle-making 
equipment, during the past few 
months, for many hardware dealers. 
The Stambaugh-Thompson Co. re- 
ports a very satisfactory business be- 
cause of public interest in this pas- 
time. The firm did not go into the 
sale of the puzzles themselves to any 
great extent, but put its effort into 
the sale of pictures, plywood and 
jig saws. 

The saws covered a wide price 
range from a few dollars up to the 
more costly, but the most popular 
saw sold at $19.50. The 3/16-in. 
plywood is sold by Stambaugh- 
Thompson in 24 x 48 sheets at 75c. a 
sheet, and also cut in a variety of 
sizes down to 4x5 inches. Pictures 
and glue are displayed on a table 
along with the plywood as shown in 
the illustration. This display was 
backed up by window displays and 
store demonstration of the jig saws. 
Some newspaper advertising was 
also used to advance the sale of the 
equipment. 

Many users of handcraft tools 
have indicated a desire to display 
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Stambaugh-Thompson, Youngstown, Ohio, conducted a Homecraft Exhibit of such 
items as these made by its customers and others 


their work in the Stambaugh- 
Thompson ‘store, so an exhibit was 
arranged and held from February 
15 to March 5, in the general hard- 
ware section and next to the display 
of power tools. Through newspaper 
advertising, news stories, contacts 
with known owners of power tools, 
telephone, window displays, etc., a 


display of more than three hundred 
articles was arranged. The most ef- 
fective agency for getting these ar- 
ticles together was the window dis- 
play showing handiwork obtained in 
advance of the main exhibit. No 
prizes were offered, but a few arti- 
cles were sold for their exhibitors. 
Store traffic was materially increased 





The New Bankruptcy Law 


Individual May Reach Settlement with Debtors Through 
Voluntary Proceedings Based in “Ability to Pay’”—Planned 
Revisions Will Extend this Privilege to Corporations 


By L. W. MOFFETT 
Washington Representative of 
Hardware Age 


NSOLVENCY or inability to 
| meet his financial obligations 

may be declared by voluntary 
proceedings of an individual under 
the new bankruptcy law in order to 
reach a settlement with debtors. This 
may be done through a court peti- 
tion. Efther compromise of his ob- 
ligations or extension of time may 
be granted. The idea of “ability to 
ray” is implied throughout the new 
act, which also covers farmers and 
railroads, but does not include in- 
dustrial corporations. They will be 
embraced in the law when it is fur- 
ther revised. The new act was an 
emergency measure signed by former 
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President Hoover just before he left 
office. 

Individuals taking voluntary ac- 
tion must be supported by a majority 
of creditors both in number and 
amount of whose claims are not 
secured, but have been allowed, and 
also of secured creditors who would 
be affected by extension of time for 
payment. Additionally, money or 
security must be deposited to an 
amount required to pay all debts 
which have priority unless it is 
waived. It likewise must cover the 
cost of the proceedings. When a 
composition is sought it must also 
include the consideration to be paid 
to the creditors. 


Involuntary proceedings will be 
largely similar to the voluntary ac- 





by the display, it created favorable 
comment about the store, established 
the tool department as local head- 
quarters for power tools and netted 
enough transient business to pay for 
its cost. Stambaugh-Thompson con- 
template making the homecraft ex- 
hibit an annual event. 

Although the jig saw puzzles may 
later lose their popularity, a great 
many people have ljearned to use 
the jig saw and to do skilled work 
with it. For this reason the en- 
couragement of homecraft in close 
association with jig saw work is well 
advised. A few years ago wood 
carving, in geometrical designs, for 
trays, teapot stands, etc., occupied 
the fancy of many in spare time. 
Model making, popular in Europe, 
has only begun to develop in Amer- 
ica. All pastimes that call for the 
use of tools and equipment should 
be encouraged, by window displays 
and, where possible, exhibits proper- 
ly advertised and promoted. Most 
people have the desire for some 
form of craftsmanship. Coax it out 
and keep boosting it. Periodically 
this urge breaks out of its own ac- 
cord, but a little suggestion will do 
much to bring it to light more fre- 
quently. 


tion and would be in the nature of 
an answer before settlement is made. 

Hearings will be held by the court 
on applications for compositions or 
extensions. These hearings will con- 
sider objections. 

The time for payment of both 
secured and unsecured debts may be 
extended under an extension pro- 
posal and priority may be provided 
for payment for both secured and 
unsecured creditors and there may 
be set up a supervisory control of 
the debtor’s affairs by a creditor 
committee or other agency during 
the period of extension. The debtor 
and creditor alike will be bound by 
an extension proposal with no re- 
duction of the lien of any secured 
creditor, the time and method of 
liquidation only being affected. 

In case of default of confirmed 
obligations, without adequate reason, 
liquidation of the estate of the debtor 
may be ordered by the court, though 
this would not apply to a farmer or 
wage earner, except upon consent. 

(Continued on page 61) 
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PASHA CONVENTION WILL BE HELD WEEK OF 
SEPTEMBER 18 IN WASHINGTON, D. C. 


enna 


W. Glenn Pearce, managing | 
director, the Pennsylvania and 
Atlantic Seaboard Hardware As- 
sociation, Wesley Bldg., 17th and 
Arch Sts., Philadelphia, Pa., has 
announced that the 32nd annual 
convention and exhibition of the 
association will be held the week 
of September 18 in the Wash- 
ington Auditorium, Washington, 
D. C. This convention and ex- 
hibition takes the place of the 
one originally scheduled for the 
week of February 13, which had 
to be indefinitely postponed when 
fire destroyed the Fifth Regiment 
Armory, Baltimore, Md., where 
the convention was to have been 
held. 

The September convention will 
also take the place of the Feb- 
ruary, 1934, convention. Mr. 
Pearce states that in future 
PASHA conventions may all be 
held in the fall. 





HARDWARE SQUARE CLUB 
PLANS SHORE DINNER 
Members of Hardware Square 

Club, No, 657, met March 21 at 

the Masonic Temple, 71 West 

23rd Street, New York City. 

President William H. Heinze wel- 

comed the members and guests. 

Informal entertainment, created 

by the club and its guests was a 

feature of the evening. Pigs 

hocks and sauerkraut were on the 
menu which was served following 
the entertainment. 

At the meeting announcement 
was made of the club’s shore din- 
ner and entertainment to be held 
at the Marine & Field Club, 
Cropsey Avenue and Bay 13th 
Street, Brooklyn, N. Y. Thurs- 
day evening May 25. Tickets for 
the affair will cost $3.50 each. 
Secretary Ralph S. Allen, 72 Mill 
River Avenue, Rockville Center, 
N. Y., is in charge of the arrange- 
ments. 


THOR DISTRIBUTORS 
HOLD SALES CONFERENCE 

At the recent national sales 
conference of Thor washer and 
ironer distributors at the head- 
quarters of the Hurley Machine 
Co., Chicago, IIl., president Ed- 
ward N. Hurley, Jr., was in 
charge of sessions. Seventy-five 
attended the convention, at which 
time introduction of a new line of 
washers and ironers was a fea- 








ture. 
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H. B. MAGUIRE 


MAGUIRE NOW DETROIT 
SALES MANAGER FOR 
AMERICAN STEEL 
& WIRE 

H. B. Maguire, who since 1928 
has been assistant to the vice- 
president and general manager 
of sales of the American Steel & 


‘Wire Co., Chicago, IIl., has been 


made manager of sales at De- 
troit, Mich. Following gradua- 
tion from the Armour Institute 
he operated stations for the Com- 
monwealth Edison Co., Chicago, 
Ill., for four years. For two 
years he was in the Army and 
in 1919 started as a salesman at 
Chicago for the American Steel 
& Wire Co. Later he was trans- 
ferred to Cleveland and then to 
Detroit. In 1924 he was made 
assistant manager of sales at De- 
troit and in 1928 was transferred 
to Chicago as assistant to the 
vice-president. 


NORTH AGAIN ACTIVE IN 
CHAMBERLAIN CARTRIDGE 


Following the recent death of | 


Paul North, Jr., Paul North, Sr., 


again assumed more active con- | 


Chamberlain Car- | 


trol of The 
tridge & Target Co., Cleveland, 
Ohio. Mr. North will 
sisted in operation of the busi- 
ness by M. A. North and E. M. 


North, who have been closely 


connected with the company for | 


some time. 

Mr. North will continue the 
policies and building program in 
effect as well as those planned 
at the time of the death of Paul 


| North, Jr. 


be as- | 


Sales policies will 
continue the same and the in 
stallation of new and more mod- 
ern equipment in the plant is 
being continued. 


PLAN 1933 ELECTRICAL 
EXPOSITION IN NEW YORK 


The Electrical Association of 
| New York will sponsor the 1933 
Electrical Exposition to be held 
| at Madison Square Garden, New 
York City, from September 20 to 
30. The exhibition will embrace: 
Radio, refrigeration, air condi- 
tioning; industrial and home ap- 
pliances. Four years 
elapsed since an electrical ex- 
position has been held in the 
metropolitan New York area. 
The show committee is headed 
by D. W. May, May Radio & 
Television Corp., while J. H. Mc- 
Kenna, A. J. Lindemann & Ho- 
verson Co., is vice-chairman. 
Other members of the commit- 
tee are: T. H. Joseph, E-J Elec- 
tric Installation Co.; J. J. Dono- 
van, General Electric Co.; E. J. 


& Mfg. Co.; B. R. Gates, Pre- 
mier Vacuum Cleaner Co.: E. B. 
Ingraham, Allen - Ingraham, 
Inc.; H. C. Calahan, General 
Electric Supply Corp., and A. 
Lincoln Bush, Belmont Electric 
Co. 








FRANK R. CONKLIN 


F. R. Conklin, 57, proprietor, 


have | 


Hegarty, Westinghouse Electric | 


| 





| 





PAULSON TRAVELS FOR 
FLEXIBLE STEEL LACING 

Warren B. Paulson, who has 
been at the factory of the Flexible 
Steel Lacing Co., Chicago, Ill., 
for the past year, is now repre- 


| senting the company in Ohio and 


adjacent West Virginia and Ken- 





WARREN B. PAULSON 


tucky territory. Mr. Paulson suc- 
ceeds the late James S. Fitz- 
gerald. The company manufac- 
tures Alligator steel belt lacing, 
Flexco, H. D. belt fasteners and 
Flexco and Flexco-Lok lamp 
guards, 





FRANK CONKLIN, OHIO MERCHANT, DEAD 


| recently after an illness of several 


months. He had been in the hard- 
ware business more than twenty 
years, having previously been a 
school teacher and a post office 
clerk. He entered the hardware 
business in 1912, and was a part- 
ner in the firm until 1917 when 


| he became sole proprietor of the 


business. Mr. Conklin was presi- 
dent of the Ohio Hardware Asso- 
ciation in 1925, continuing on the 


| board until 1928 and was active 





O. K. Hardware Co., Delaware, | 


| Ohio, and owner of two branch 





in several programs at the 
N.R.H.A. conventions, having at- 
tended a number of the annual 
sessions. He was active in fra- 
ternal affairs, in the Delaware 
Chamber of Commerce and the 
Kiwanis Club. 

He is survived by his son John, 
a director of service of the Ohio 
Hardware Association, Mrs. 


stores in neighboring towns died | Conklin and a daughter. 
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ELECTRIC COOKERY GROUP SPONSORS CONTESTS 
FOR DEALERS, SALESMEN AND LOCAL GROUPS 


The National Electric Cookery 
Council, 420 Lexington Ave., 
New York City, is sponsoring 
three contests of interest to hard- 
ware dealers handling electric 
ranges. The contests will run 
from April 1 to June 30. Entry 
blanks for the contests are avail- 
able from the headquarters of 
the council. 

In the Range Dealers’ Contest, 
all dealers, handling electric 
ranges, and actively participating 
in a Local Electric Cookery 
Council or an equivalent co- 
operative group, are eligible, 
Only sales to consumers will be 
recognized in the_ contest. 
Awards will be made on the 
basis of what the dealer has done 
to educate his sales force in elec- 
tric cookery and range selling— 
in building up prospect lists—in 
cultivating that list—in staging 
range selling promotions and 
demonstrations, as well as the 
number of electric ranges actu- 
ally sold and the ratio of such 
sales to the local groups’ quota. 
A specially designed Neon store 
sign, showing the council’s em- 
blem and reading “cook elec- 
trically,” will be given dealers 
having the best record in each 
division. The dealer having the 
outstanding record among these 
11 divisional prize winners will 
be selected by the national judges 
and awarded the grand prize of 
$250 in cash. These awards are 
contingent on the basic require- 
ment that at least three Local 
Electric Cookery Councils or co- 
operating groups are organized in 
the division and are actively in 
operation by May 1. 

For retail range salesmen a 
total of $1500 in cash prizes is 
offered. Prizes will be awarded 
principally on the basis of: total 
number of ranges sold personally 
during the three months of the 
contest and the total kilowatt ca- 
pacity of ranges sold personally. 
Each divisional director, or 
judges appointed by him, will se- 
lect the three best sales records 
in his division. These thirty- 
three selections, three from each 
of the eleven national divisions, 
will be submitted to National 
Headquarters where the eighteen 
prize winners will be selected by 


the national judges. Awards 
are: first, $250; second, $200; 
third, $150; fourth, $100; the 


next four, $75 each, and the next 
ten, $50 each. 

For the Local Electric Cookery 
Council Contest, a total of $3750 


will be offered in prizes as fol- 
lows: first, $1500: second, $1000; 
third, $750, and fourth, $500. 


Prizes in the local council con- 
tests will be awarded on the basis 
of: percentage of local council or 
equivalent group range quota ac- 
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tually sold (quota being assigned 


by divisional director); _per- 
centage of all eligible local 
dealers, contractors, etc., that 


have become actively participat- 
ing members of the local group 
and the completeness of the ad- 
vertising and the number and ex- 
cellence of the promotions, such 
as cookery schools demonstra- 
tions, employee training and edu- 
cational activities, local customer 
and employee contests, etc. 

Eligible for these awards are: 
all local electric cookery coun- 
cils; range divisions of electric 
leagues and local retailers and 
utilities organized as cooperative 
groups. The prize money must 
be used for the promotion of elec- 
tric cookery instituted after 
April 1, 1933. In this contest 
bills for such promotions will be 
paid by the manager of the Na- 
tional Electric Cookery Council 
up to the amount of the prize 
money that the groups shall have 
won. All such bills must be cer- 
tified to by the local council man- 
ager or equivalent official as cov- 
ering expenses of such electric 
cookery promotion only. 

In the event of ties for any 
prizes in any of these three con- 
tests duplicate awards will be 
made. All reports must be in 
writing and must be in the hands 
of the National Headquarters not 
later than July 17, 1933. Retail 
range salesmen must submit their 
record and report of sales to di- 
visional directors not later than 
July 5, such records to be con- 
firmed in writing by an executive 
of the company for which the 
salesman works. 

BRUNER & SONS ACQUIRE 
IVORY HANDLE Co. 


W. EE. Bruner, _ president, 
W. E. Bruner & Sons, Inc., Heber 
Springs, Ark., has announced 


that his organization has pur- 
chased the assets, except book 
accounts, etc. of the Ivory 
Handle Co., Hope, Ark. To pre- 
serve the identity and conserve 
the good will of both concerns 
the company will hereafter be 
known as Bruner-Ivory Handle 
Co. At a later date the main 
office will be moved to Hope, 


Ark. 


TWO COMPANIES APPOINT 


CUSACK & HARMAN 


Cusack & Harman, manufac- 
turers representatives, 206 Reli- 
ance Bldg., Kansas City, Mo., 
have been appointed by Iwan 
Bros., South Bend, Ind., as repre- 
sentatives in Kansas, Missouri, 
Nebraska, Iowa, Colorado and the 
cities of Quincy, Decatur, Peoria 
and Cairo in Illinois. Iwan Bros. 
manufacturer: post hole augers 





and diggers, ditch cleaners, ditch 
and drain spades, hay knives, 
barn and poultry house scrapers, 
walk cleaners, snow pushers, re- 
volving chimney tops and wire 
conductor pipe hangers. 

Cusack & Harman have also 
taken on the Steelgrip flexible 
belt lacing line made by Arm- 
strong-Bray & Co., Chicago, Il. 
For Armstrong-Bray they will 
cover Kansas, Nebraska, Colorado 
and western Missouri. 


L. C. BRANCH JOINS 
BECK & GREGG HDW. 


L. C. Branch, formerly with 
The Simmons Hardware Co. of 
Philadelphia, Pa., has joined the 
sales force of Beck & Gregg 
Hardware Co., Atlanta, Ga. Mr. 





L. C. BRANCH 


Branch is a veteran east coast 
of Florida salesman. Leaving 
The Palm Beach Mercantile Co., 
W. Palm Beach., Fla., in 1927 
he went with The Winchester- 
Simmons Co. of Atlanta, Ga. 
When that warehouse was closed 
he was transferred to the Phila- 
delphia house continuing to 


travel the east coast of Florida 


until joining Beck & Gregg 
Hardware Co. 

Mr. Branch will continue to 
make W. Palm Beach, Fla., his 
headquarters. 


PLATTE VALLEY HDW. CO. 
REQUESTS CATALOGS 


The Platte Valley Hardware 
Co., Lewellen, Neb., desires 
manufacturers’ catalogs on hard- 
ware lines, furniture and radio 
equipment. 








PHILADELPHIA DEALERS 
DISCUSS PRICE EDITORIAL 


The editorial on “Price” pub- 
lished on the front cover of 
Harpware Ace, December 17, 
1931, was the subject of a lively 
discussion at March 16 meeting 
of the Retail Hardware Associa- 
tion of Philadelphia, Pa., which 
met at Kugler’s Restaurant, Phil 
adelphia. Thirty members at- 
tended the meeting at which past 
president Harry D. Kaiser was 
again seated as president. Ed- 
gar Pennegar, Coatesville, Pa.; 
George R. Park, Wayne, Pa., and 
Louis A. Loesch, Jr., were in- 
stalled as vice-presidents, while 
Charles D. Huff became treas- 
urer and William F. Brown be- 
came secretary. 

Frank Fifer, president elect, 
PASHA, discussed the banking 
situation. 


H. D. NORTH, PRES. 
FERRY CAP & SCREW 
SUCCEEDS T. F. FERRY 
H. D. North, former vice-presi- 
dent and sales manager, The 
Ferry Cap & Set Screw Co., 
Cleveland, Ohio, has succeeded 
the late Thomas F. Ferry as presi- 


| dent of the company. Thomas F. 


Ferry, who developed the now 
commonly used method of making 
cap screws by the cold upsetting 
process, died March 22 at the 
age of 61. He began his career 
as an apprentice in the plant of 
the Falls Rivet & Machine Co., 
Cuyahoga Falls, Ohio. Later he 
was with the Cleveland Automatic 
Machine Co., which he left to 
join the National Screw & Mfg. 
Co., Cleveland, by which he was 
employed for 17 years. While 
with this company he developed 
the cold upsetting process for 
making cap screws and formed 
the Ferry company to manufac- 
ture screws with the use of this 
process. He was a director and 
former president of the Asso- 
ciated Industries of Cleveland. 

E. W. Ferry, secretary, retained 
that office and became vice-presi- 
dent as well. G. M. North was 
reelected as treasurer. 





H. H. KIMBALL AGAIN HEADS NATIONAL HOUSE 
FURNISHING MANUFACTURERS ASSOCIATION 


H. H. Kimball, Landers, Frary 
& Clark, New Britain, Conn., was 
reelected as president of the Na- 
tional House Furnishing Manu- 
facturers Association, Chicago, 
Ill., at the recent annual meeting 
of the organization. Other of- 
ficers for the ensuing year are: 


| Vice-president, E. J. Tate, Mas. | 


ter Metal Products, Inc., Buf- 
falo, N. Y.; treasurer, W. H. Do- 
herty, Queen Mfg. Co., Chicago, 
Tll., and Warren Edwards, sec- 





retary. Mr. Edwards’ office is 
at Room 1203, Builders Bldg., 
228 N. La Salle St., Chicago, II. 
Directors for the year are, Mr. 
Kimball, Mr. Tate, Mr. Doherty, 
A. W. Buddenberg, Lisk Mfg. 
Co., Canandaigua, N. Y., and Mr. 
Edwards. 

At the meeting it was unani- 
mously decided to return to the 
Stevens Hotel, Chicago, IIl., for 


| the 1934 show, which will be held 
| January 8 to 13, 1934. 
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A GREATER SELLING LINE 


THIS YEAR THAN EVER 


HE famous Goodyear line of quality 
hose holds greater sales and profit 
possibilities for you this year than ever. 


It offers your customers an even wider 
choice of the best hose built, and at a 
price range that appeals to every need 
and purse. 


Along with the celebrated Goodyear 
Emerald Cord Hose — the 


resistive to kinking, good-looking 
and extra-durable because made with 
a body of Goodyear Supertwist Cord, 
the same extra-resilient, extra-durable 
cord that goes into the carcasses of 
world-famed Goodyear Tires. 


Other popular quality brands of 
Goodyear Lawn and Garden Hose 
include Pathfinder, Wingfoot and 

Glide—all built as are 


Goodyear also manufactures 





finest lawn and garden 


a complete and world-famous 


Emerald Cord and Super- 





line of Transmission Belting, 





hose ever built—the 1933 


Farm Belting, Suction Hose, 


twist with cotton-cord 





Goodyear line includes 


Water Hose, Steam Hose, As- 


carcass —and all nation- 





the new companion 


bestos and Red Sheet Pack- 


ally advertised by Good- 





ing, Force Cups, etc. Write for 





Goodyear Supertwist Hose, 


price list to Goodyear, Akron, 


year to help you sell more 





in the %-inch size, light, 


Ohio, or Los Angeles, Calif. 


profitable quality hose. 





THE GREATEST NAME 


APRIL 13, 1933 


RUBBER 


ALL GOODYEAR LAWN AND GARDEN HOSE iS MADE WITH COTTON CORD CARCASS 








55 











GEORGE PUCHTA LEAVES 
QUEEN CITY SUPPLY CO. 

George Puchta has retired 
from the Queen City Supply Co., 
Cincinnati, after 52 years in the 
industrial supply business. His 
son, Lawrence G. Puchta, has 
also retired because of poor 
health. Mr. Puchta, the dean of 
the mill supply industry, made 
it possible for old employees to 
continue The Queen City Sup- 
ply Co. when he retired. He 
was active in other business en- 
terprises as well as in the di- 
rection of banking institutions 
and once served as mayor of 
Cincinnati. He was appointed 
United States assistant treasurer 
in Cincinnati, serving from 1911 
to 1915. Mr. Puchta has been 
very active in civic and business 





associations and their affairs. 

New officers of the company | 
are: President, Fenton D. Snod- | 
grass; vice-president, J. H. | 
Blackham; treasurer, Waldo E. 
Butler; secretaries, J. J. Kauther 
and Hynson G. Burton. The 
Richmond, Ind., branch is be- 
ing continued, while the Lexing- 
ton branch has been sold to the 
Liebel-Sheppard Supply Co., with 
George D. Lievel, manager since 
its organization, as its new head. 
The Blaisdell-Folz Equipment 
Co. has purchased the equipment 
division of The Queen City Sup- | 
ply Co. and will continue the 
business at 219 W. Pearl St. | 
Messrs. Blaisdell and Folz are 
old employees of The Queen City | 
Supply Co. | 


G. E. ADDS TWO NEW 
HIGH EFFICIENCY LAMPS 

New high efficiency seventy- 
five and one hundred watt lamps 
have been added to General 
Electric’s standard line general 
lighting service lamps, supersed- 
ing lower efficiency similar watt- 
age lamps. The new seventy- 
five watt lamp emits 13.8 lumens 
per watt and lists at 20c each. 
The new one hundred watt lamp 
lists at 25c each and emits 14.9 
lumens per watt. Both are de- 
signed for 750 hour life. The 
superseded lamps both listed at 
35c and had light outputs of 
13.2 and 14.4 lumens per watt 
respectively. The announcement 
was made by the General Elec- 
tric Co., Nela Park, Cleveland, 
Vhio. Sac! 


GREENLEAF IS PRESIDENT 
OF THE EMBOSSING CO. 

At the annual directors’ meet- 
ing of The Embossing Co., Al- 
bany, N. Y., Lewis S. Greenleaf 
was elected president. Other of- 
ficers are: Tom C. Graham, vice- 
president and secretary, Walter 
J. Fletcher, vice-president and 
plant manager and Charles N. 
Terwilliger, treasurer. 

William M. Thompson, who 
was previously an assistant buyer 











56 


| New York, in 1904. 


for R. H. Macy & Co., Inc., New 
York City, department store, is 
now a member of the company’s 
sales force. 


EASTMAN, PELLICAN 
HAVE CHICAGO OFFICE 
Wilbert E. Eastman and Ro- 

bert E. Pellican, formerly with 
Wiebusch & Hilger, Ltd., are 
now located in suite 306, 9 S. 
Clinton St., Chicago, Ill. They 
cover Chicago and surrounding 
territory as manufacturers rep- 
resentatives. The companies and 
lines they handle are: Schaaf & 
Good Co., Fremont, Ohio; Keiser 
Mfg. Co., Reading, Pa.; J. T. 
Henry Mfg. Co., Brown and 
Sharpe clippers, Utica Cutlery 
Co., Utica, N. Y.; and American 
Shearer Mfg. Co., Nashua, N. H. 


GRIGSBY-GRUNOW CO. 
ELECTS OFFICERS 

Following the recent annual 
stockholders’ meeting of the 
Grigsby-Grunow Co., Chicago, IIl., 
the board of directors met and 
elected officers for the coming 
year. B. J. Grigsby is chairman 
of the board and president, while 
Le Roi J. Williams is executive 
vice-president and general man- 
ager. Other officers are: H. E. 


| Kranz, vice-president in charge 


of engineering, M. D. Harrison, 
secretary, and treasurer, G. W. 


| A. C. PEARSON DIES; WAS 





Whitfield, assistant treasurer and 
A. F. Mecklenburger, assistant 
secretary. Mr. Williams, who 
succeeded D. M. Compton, has 
been with Grigsby-Grunow Co. 
since 1929 as assistant to Mr. 
Grigsby and company counsel. 

Messrs. Grigsby, Williams, 
Mecklenburger, Sheldon Clark, 
J. R. Cardwell, C. L. Schmidt 
and N. C. Mather were elected 
directors. 


J. D. BOUCHER, PRES. 
OF CALDWELL MFG. CO. 

J. D. Boucher has succeeded 
John G. O’Brien as president of 
The Caldwell Mfg. Co., Ro- 
chester, N. Y., makers of sash 
balances and hardware special- 
ties. Mr. Boucher was formerly 
with the Kellogg Mfg. Co., Ro- 
chester, N. Y. His brother, 
C. K. Boucher, is now secretary 
and treasurer of the company. 


ATKINS SUB-LICENSED 
TO MAKE NO. 119 SNAP 

CUT PRUNING SHEARS 

Seymour Smith & Son, Inc., 
Oakville, Conn., who have an ex- 
clusive license in the United 
States to make and sell pruning 
shears of the type known as No. 
119 Snap Cut, have sub-licensed 
E. C. Atkins & Co., Indianapolis, 
Ind., giving them the right to 
manufacture pruning shears of 
similar type. 


BOARD CHAIRMAN OF 


U.P.C., PUBLISHERS OF HARDWARE AGE 


Andrew Cameron Pearson, 


| chairman of the United Publish- 
| ers Corporation, which publishes 


Hanpware AcE, died suddenly 
from a heart attack at his home 
at Montclair, N. J., on March 31 
at the age of 59. Mr. Pearson 
was born at Coffeyville, Kan., on 
Nov. 17, 1873, and received his 
advance schooling at Baker 
University, from which he was 
graduated in 1895, and at North- 
western University, from which 
he received a degree in 1896. 
He started business as an in- 
surance claim adjuster; later be- 


| came manager of the Pearson 
| Brothers’ 
| Osawatomie, Kan., where he re- 
| ceived a training in merchandis- 


department store at 


ing that developed an interest in 
the trade publishing field. In 
1898 he joined the advertising 
staff of the Dry Goods Reporter, 
of Chicago, from which he went 
to the Dry Goods Economist, of 
In 1913 he 
was made secretary of the United 
Publishers Corporation, which 
owns Harpware AGE as well as 
a number of other business pub- 
lications. He had been chair- 
man of the United Publishers 
Corporation since 1926, having 
previously served as_ treasurer 





A. C. PEARSON 


and vice-president, as well as sec- 
retary. 

Mr. Pearson was president of 
the National Publishers’ Associa- 
tion, national chairman of the 


American Publishers’ Confer- 
ence, director of the Merchants’ 
Association of New York, and 
was director of the Chamber of 
Commerce of the United States 
from 1922 to 1924. In 1931, Mr. 
Pearson was made a Chevalier of 
the Legion of Honor for services 
to the French Government. 





H. G. SALZMAN MOVES 
TO LARGER QUARTERS 

H. G. Salzman, direct factory 
representative, 1133 Broadway, 
New York City, has moved his 
office to Room 728 in the same 
building, giving him larger quar- 
ters for the display of lines rep- 
resented. Mr. Salzman _repre- 
sents: Midway Chemical Co., 
Chicago, Ill , Stuber & Kuck Co., 
Peoria, Ill., The Montgomery Co., 
Windsor Locks, Conn., South 
Montrose. Mfg Co., S. Montrose, 
Pa., National Aluminum Co., 
Peoria, Ill., C. J. Johnson Co., 
Bradford, Pa., Merkle Broom Co., 
Paris, Ill., and Vaughan Novelty 
Mfg. Co, Chicago, Il. 


jJ..G. MeFARLAND NOW 
MANUFACTURERS’ AGENT 

Joseph G. McFarland, for many 
years with Van Camp Hardware & 
Iron Co., Indianapolis, Ind., as 
a salesman and in later years as 
a buyer, has opened offices as 


J. G. MeFARLAND 


a manufacturers’ agent, and will 
make his headquarters at 615 
State Life Bldg., Indianapolis, 
Ind. He will cover the central 
western states contacting the 
wholesale trade. 


SERVEL DEALS DIRECT 

WITH RETAIL OUTLETS 

Servel Sales, Inc., Evansville, 
Ind., has reversed its former pol- 
icy and is now laying stress on 
retail sales, having abolished all 
wholesale _ distributorships. 
Wholesale distributors of other 
years become retail distributors 
under the new plan. While a re- 
tail distributor may also sell at 
wholesale through a relatively 
large number of small dealers 
he will also be required to con- 
duct a retail organization of his 
own. 

Under the new plan the fac- 
tory will enjoy direct contacts 
with dealers and will assume 
much of the responsibility for- 
merly passed on to distributors. 
The company has lengthened its 
dealer discounts and has doubled 
its cooperative advertising. 
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HE MORE DEMANDS MADE ON A ROPE 


THE GREATER THE NEED FOR COLUMBIAN 


When Captain Bob Bartlett, famous explorer, breaks 
out a rope, that rope is destined to see severe service. 
On his trips to the frozen north, he has to have rope that 
can endure under unusual and trying conditions. It may 
be used for every purpose from rigging to anchoring his 
schooner, the Morrissey, to an iceberg. 


Because Columbian Tzpe-Marked Rope has never failed 
him, even with the most brutal treatment he has given it, 
Captain Bartlett uses it exclusively for his arctic circle 
expeditions. 


Any rope that stands up under such conditions will 
give super-service in ordinary use. The real quality and 
the advantages of Columbian waterproofing are seen from 
using it daily or even occasionally. But when an almost 
impossible demand is made upon it, then is Columbian 
appreciated. 


When you sell Columbian Tape-Marked you are 
selling a rope that has been solely responsible for the 
completion of many a difficult venture because it held at 
a crucial period. 


COLUMBIAN ROPE COMPANY 
352-80 Genesee Street, Auburn, “The Cordage City’ N.Y. 
Branches: New York Chicago Boston New Orleans 


ROPE 


57 














SULLIVAN REPRESENTS 
HOLO-KROME SCREW 
E. C. Sullivan, 161 Clearfield 

Rd., Wethersfield, Conn., has 

been appointed as New England 


representative for The Holo- 
Krome Screw Corp., Bristol, 
Conn., makers of safety set 


screws, hollow head cap screws 





E. C. SULLIVAN 


and pipe plugs. Mr. Sullivan, 
who is secretary of The Nut- 
meggers, succeeded the late 
T. K. Cross as Holo-Krome rep- 
resentative. He will call on 
wholesale hardware distributors. 

Previous to joining the Holo- 
Krome organization Mr. Sullivan 
was a salesman for L. L. Ens- 
worth & Son, Inc., Hartford, 
Conn., by which firm he was em- 
ployed for five years. 


BALDWIN LABORATORIES 
ACQUIRE NEW PLANT 


Baldwin Laboratories, Saeger- 
town, Pa., manufacturers of fly 
killer preparations, have acquired 
a new plant, which is being re- 
modeled. The new quarters lo- 
cated in the same town, are of 
modern construction on a_ nine- 
acre plot. 


CORPORATION SUCCEEDS 
N. JACOBI HARDWARE 
The Jacobi Hardware Co., Inc., 

wholesale factory agents, has pur- 

chased the stock of merchandise, 
auto trucks, fixtures and furni- 

ture from the receivers of the N. 

Jacobi Hardware Co. The busi- 

ness will be carried on at the 

same location in Wilmington, 

N. C., with Nathan R. Jacobi, 

former secretary of the N. Jacobi 

Hardware Co. as president of the 

new corporation. 








WISE-LOCK ACQUIRES 
CONCENTRIC TUBE LOCK 


The Wise-Lock Co., Cleveland, 
Ohio, recently acquired the 
manufacturing and sales rights 
on all locks with the concentric 
tube locking mechanism former- 
ly manufactured and sold by The 
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Ferro Machine & Foundry Co., 
Cleveland, Ohio. 

S. Wise, president, The Wise- 
Lock Co., was associated with 
The Ferro Machine & Foundry 
Co. for several years, and has 
engineered all developments per- 
taining to the concentric tube 
locking mechanism which are 
covered by patents under which 
The Wise-Lock Co. is the sole 


manufacturer. 


ALTORFER BROS. CO. 
NAMES TWO DIS- 
TRIBUTORS 


Altorfer Bros. Co., Peoria, IIl., 
washing machine and _ironer 
manufacturers, has appointed 
Ballou, Johnson & Nichols Co.. 
Providence, R. I., and Morris 
Distributing Co., Syracuse, N. Y.. 
as distributors. 





CUSACK & HARMAN 
NAMED AS 
REPRESENTATIVES 
H. G. Hoyt, vice-president, 
Lamson & Goodnow Mfg. Co., 
Shelburne Falls, Mass., cutlery 
manufacturers, has announced 
the appointment of Cusack & 
Harman, 206 Reliance Bldg., 
Kansas City, Mo., as sales rep- 
resentatives. Cusack & Harman 
will cover the territory includ- 
ing: Colorado, Iowa, Kansas, 

Missouri and Nebraska. 





E. R. ABEL CO. WANTS 
ADDITIONAL LINES 

E. R. Abel Cco., 3418 Emerson 
Ave. S., Minneapolis, Minn., 
manufacturers’ _ representatives 
selling hardware, automotive and 
electric lines to the wholesale 
hardware trade in Minnesota, S. 
Dakota, N. Dakota, Iowa, Ne- 








braska and Wisconsin, desires to 
secure at least two additional 
lines. Mr. Abel has covered that 
territory for the past fifteen 
years and knows the trade very 
well. He is in position to furnish 
manufacturers with sales records 
and references. 


IRVINGTON HARDWARE- 
MEN FOR SUNDAY SALES 

Twenty-five hardware dealers 
recently organized the Irvington 
Hardware & Paint Association at 
1034 Clinton Ave., Irvington, 
N. J. The group will seek to 
have the Town Commission re- 
scind an ordinance prohibiting 
Sunday opening of hardware and 
paint stores. 

J. J. Epstein was elected presi- 
dent. Other officers are Vice- 
president, William Luppy; secre- 
tary, Edgar Widerkehr, and treas- 
urer, Fred Unger. 


BRIEF NOTES ABOUT ACTIVITIES IN THE HARDWARE FIELD 


Fire recently badly damaged 
the Hagen Hardware store in 


Mankato, Minn. 





Harold Hall has opened his 
hardware store on Lower Main 
St., Hudson, N. Y. 

H. C. Cole will move his hard- 
ware store in Beloit, Kan., to the 
James Bldg., in that town. 





The hardware store of J. M. 
Waterston, 427 Woodward Ave., 
Detroit, Mich., was recently dam- 
aged by fire. 


Bryant Hardware Co., Dan- 
ville, Ky., has completely remod- 
eled its store and has increased 
its space. 





Paul Sauser, Prairieburg, Ia., 
is opening a hardware store in the 
Charles J. Seens Bldg., N. Frank- 
lin St., Manchester, Ia. 





The McKinney Hardware Co., 
Harriman, Tenn., is moving into 
the building in that town now oc- 
cupied by the White Store. 





Thieves recently visited the 
hardware store of Zimmerman & 
Bangerter, Mankato, Minn., steal- 
ing twenty-five rifles and revol- 
vers. 


The L. L. Peavey Co., Inc., 
Newburyport, Mass., hardware 
dealers, is planning to open a 
branch at 36 Market St., Ports- 
mouth, Mass. 








Board, Campbell & Co. is now 
occupying a new location at 514 
Broad St., Port Huron, Mich., 
after many years on Huron Ave. 
in the same city. 





Roy F. Setzer has purchased 
the stock of the Southside 





branch of the Roberts Hardware 
Co., Winston-Salem, N. C., which 
will be operated as the Roy F. 
Setzer Hardware Co. at 102 Lex- 
ington Rd., Winston-Salem. 





George Miller has purchased 
the stock of the former McMur-- 
ray’s Hardware, Walhalla, N. D., 
which had been closed during 
the winter. Mr. Miller has re- 
opened the business and is now 
managing it. 





Compelled to move for the 
fourth time in twenty years 
Meyer Aronsen, proprietor of the 
Aronsen Hardware Co., 900 First 
Ave., Seattle, Wash. is disposing 
of his entire stock. Mr. Aronsen 
will seek new quarters for this 
business. 

Fire which swept through sev- 
ral business buildings in Philips, 
Wis., badly damaged the store 
of ‘the Daly Hardware Co. 








The M. T. Warrenfeltz Hard- 
ware store on Main St., Boons- 
boro, Md., was recently badly 
damaged by fire. 





Simon’s Supply has opened at 
122 Pleasant St., Fall River, 
Mass., where Benjamin I. and 
Henry S. Simon, Providence, 
R. L., are conducting a wholesale 
and retail business. The store 
handles builders’ hardware, 
plumbing, electrical and_build- 
ers’ supplies. 


Jacob Alpert has leased the 
store at 2028 Jerome Ave., The 
Bronx, New York City, for a 
general hardware and plumbing 
supply business. In the March 
16 issue of Harpware AcE, it 
was incorrectly stated that Mr. 
Alpert had leased the store at 
2536 Marion Ave., The Bronx. 





The stocks of the Lamar Coun- 
ty Hardware Co. and the House 
Hardware Co., both in Paris, 
Tex., have been consolidated. 
J. D. House, Jr., who managed the 
Lamar County Hardware Co. is 
now with the House Hardware 
Co. The business will operate as 
the House Hardware Co., at 42 
Bonham St., Paris, Tex. 





W. T. Jordan & Son, Inc., who 
have sold farm implements and 
hardware at their Second Avenue, 
Nashville, Tenn., store for the 
past 35 years, have opened a new 
retail store on Broad Street. A 
complete line of shelf hardware 
and field and garden seed will be 
handled in addition to the regu- 
lar line of farm implements. 





The South End Hardware Co., 
1095 Washington St., Boston, 
Mass., has been enlarged and 
improved as to its layout. ‘Ihe 
housewares department has been 
increased by 800 square feet, 
while the plumbing department 
has been sectioned into com- 
partments. New fixtures and dis- 
plays have been, installed in the 
auto accessories department. 





The Corbett & Craig Hardware 
Co. has been formed through the 
consolidation of the Corbett-Rohe 
Co. and the Craig-Tumilty Hard- 
ware Co., both of Greensburg, 
Ind. The new firm will locate 
on E. Main St., at the address 
of the former Corbett-Rohe Co. 
Officers of the new firm are: 
President and manager, J. E. Tu- 
milty; vice-president and assis- 
tant manager, W. A. Jones; sec- 
ond vice-president, Arthur Tudor 
and H. O. Craig, secretary and 
treasurer. 
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It takes 





MORE 





than a good refrigerator 
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SERVEL Ls di: 


A de luxe line for those who want the 
best money will buy at prices that are 
reasonable. 9 distinctive models. 











CRUSADER 


A brand new line that meets competi- 
tive prices and beats competitive qual- 
ity—the Champion of low cost refrig- 
eration. 5 different models. 


WF ay 
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ERVEL knows that it takes more than just a mechanically 

perfect refrigerator to make sales . . . dealers must be able 
to make money on every sale—they must be able to invest enough 
effort to increase sales—they must have a forceful selling plan 
that is effective. Servel believes that greater profits must go to the 
man who actually makes the sale. 

Servel, one of the oldest, largest and strongest manufacturers of 
electric refrigeration in the industry, conducted an intensive sales 
study from factory to buyer and then declared a new deal! Dealers 
in every line of business today find it necessary to capitalize on 
every legitimate source of profit—Servel helps them to do so— 
with new lines—lower prices—bigger profits—new advertising set- 
up—direct effective sales help from the factory—the most complete 
refrigeration line and a new field of live prospects. Servel’s en- 
tire plan faces the facts—is keyed to sell under today’s conditions. 


~SERVEL..... 


EVANSVILLE, INDIANA 


SERVEL SALES, INC., Evansville, Indiana. 
Please send me the details of Servel’s ‘‘new deal’’ without obligation to me. 


Name of Store ee ao are. 








Address 








Name of Sender 














CALIFORNIA EARTHQUAKE OVERPLAYED 
BY EASTERN NEWSPAPERS, TRADE INDICATES 





Most Wholesalers Able to Continue Without Interruption 


to 


Long Beach, Calif., suffered 
much damage in the recent earth- 
quake, but advices from reliable 
sources in the hardware trade in- 
dicate that the newspapers, par- 
ticularly in the east, got every 
particle of news interest out of 
it. While some inconvenience 
was experienced by dealers and 
jobbers alike, very little, if any, 
interruption to business is re- 
ported. Very few of the better 
structures were seriously affected. 
The area supports a population 
of some two million, and while 
not minimizing the suffering, 
when that is considered the loss 
of life was comparatively small, 
states Paul Davenport, vice-pres- 
ident, Western Metal Supply Co., 
San Diego. 

The American Wholesale 
Hardware Co., Long Beach, had 
a building damaged, indicated 
in the photograph, but it was 
open for business the following 


morning. Although _ inconve- 
nienced, it took care of orders 
and deliveries with very little 
delay. They will continue op- 


erations without interruption. 


Normal Flow of Business 


F. A. Schilling, Los Angeles, 
reports very little damage to his 
store. Vases, bottles, etc., on 
shelves remained through the 
tremor undisturbed. S. S. Wor- 
rell, Torrance, Calif., who will 
soon celebrate his 49 years in 
business, points out that the “dis- 
aster” was not nearly as bad as 
the Ohio floods. From Pasadena, 
C. F. Dutton of Van Sittert Hard- 
ware reports that not one pane of 
glass was broken in that city. 











He also points out the relatively 
small property loss, but says the 
experience has taught the value 
of better buildings. None of the 
newer office buildings, some as 
high as 15 stories, were affected; 
cheap construction bore the 





Two views of American Wholesale Hardware Co. warehouse 
after quake. 





brunt. Repair and replacement 
work is going ahead. Fred Prill 
of Los Angeles writes that build- 
ings of faulty construction col- 
lapsed, while adjoining buildings 
would not even have the plaster 
cracked. 

A Chamber of Commerce leaf- 
let, giving facts about the earth- 
quake, states that the best avail- 
able scientific data indicate that 
when a community has been se- 
verely shaken, rarely within 50 
years is there another quake, if 
at all. 





W. SCOTT KENDRICK, 
MICHIGAN DEALER, DIES 

W. Scott Kendrick, 57, Flint, 
Mich., owner of the Kendrick 
Hardware Co. store in that city, 


died March 21, following an ill- | 


ness of two months. Mr. Ken- 
drick was well known to the 
hardware trade, having attended 
many national and state conven- 
tions in which he took an active 
and prominent part. He was a 
past president of the Michigan 
Retail Hardware Association. 
Mr. Kendrick had made his home 
in Flint for the past thirty-seven 
years and entered business in 
that city more than ten years ago. 
Prior to that time he had traveled 
for a wholesale hardware house, 
after which he engaged in the 
retail hardware business in Or- 
tonville for a short time. 

In the Flint Chamber of Com- 
merce he served as a director and 
as chairman of the membership 
campaign committee in 1931, as a 
member of the retailers’ division 
and of the joint retailers’ and 
manufacturers’ committee. Two 
years ago he was president of 
the Flint Retailers’ Credit Bu- 
reau and at the time of his death 
he was a director of the organiza- 
tion. He was also active in Ma- 
sonic organizations as well as in 


the affairs of the Flint City Club | 
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W. SCOTT KENDRICK 
and Flint Rotary Club. Mrs. 
Kendrick and two brothers of 
Mr. Kendrick survive. 





JAMES H. BURNS 
James H. Burns, 61, Camden, 
S. C., hardware man, died re- 
cently following a heart attack. 
His brother, Benton Burns, a 
hardware dealer of Sumter, S. C., 
is among his survivors. 


THOMAS J. ROGERS 

Thomas J. Rogers, 87, co- 
founder of the T. & A. Rogers 
Hardware & Lumber Co., Wheel- 


ing, W. Va. died March 24 





following a heart attack. 





ARTHUR A, GROSS 


Arthur Albert Gross, 38, treas- 
urer, Philip Gross Hardware & 
Supply Co., Milwaukee, Wis., 
died March 12 in Palm Beach, 
Fla. Mr. Gross had gone to 
Florida several months ago, be- 
cause of ill health. He is sur- 
vived by his brother Philip W. 
Gross, president of the Gross com- 
pany, Mrs. Gross, a son and a 
daughter. 


WILLIAM P. F. AYER 


William P. F. Ayer, formerly 
vice-president and sales man- 
ager of the Walworth Mfg. Co., 
Boston, Mass., died at St. 
Petersburg, Fla., March 9, at the 
age of 61. Leaving the hard- 
ware business in 1889 he joined 
the Walworth organization work- 
ing his way up to the vice-pres- 
idency. He retired six years 
ago. 


ARTHUR C, RAYMER 


Arthur C. Raymer, 70, presi- 
dent, Raymer Hardware Co., St. 
Paul, Minn., died recently after 
a long illness. He first entered 
the hardware business in his 
home town, Woodstock, Ont., 
Canada, later operating a hard- 
ware store in Omaha, Neb. He 
had been in business in St. Paul 
for more than fifty years. 





ALBERT W. PLANK 
Albert William Plank, 58, Til- 


lamook, Ore., hardware dealer, 
died recently. Upon the retire- 
ment of his partner, Alex Mc- 
Nair ten years ago Mr. Plank 
took over the management of the 
business which he continued un- 


til his death. 


Cc. F. BRAUNLICH 


C. F. Braunlich, 76, founder 
and former president, C. F. 
Braunlich Hardware Co., Wheel- 
ing, W. Va., died recently after 
a brief illness. He first entered 
the hardware business in 1893, 
founding the present company 


in 1901. He was active in the 
management of the Braunlich 
company until his retirement 


three years ago. 


VIRGIL L. KEITH 


Virgil L. Keith, 44, Beaumont, 
Texas, hardware dealer, died 
March 25 at the age of 48. He 
was a son of the late John L. 
Keith, who for many years was 
president of the Wilson Hard- 
ware Co. 
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who used them. They will work for 
you too. 

Even if your trade is in no wise 
brisk, you cannot afford to neglect 
your window displays. Keep the 
glass thoroughly washed and pol- 
ished. Keep FRESH displays in 
there all the time. Change the style 
and color of the price tickets—you 
will be surprised what an effective 
change a generous supply of color- 
ful price tickets will make. You can 
take an otherwise plain window trim 
and by using from twenty to fifty 
price tickets of a size about 4x6, all 


of uniform design and color, snap 
it right out of the ordinary. Try it 
once and you will be convinced for 
all time. The simplest way is to have 
your local printer run off several 
different kinds. Some with a corner 
in red (or any other color you pre- 
fer), others may have a strong 
border down one side only. Then 
you may letter in your price and 
other information. If the sign writer 
has the time available he can make 
a couple of dozen of these in spare 
time, having them ready for use 


when needed. 
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The New Bankruptcy Law 


(Continued from page 52) 


Farmers are given a separate status 
under the new law. When 15 of 
them within any county certify they 
propose to file petitions, the bank- 
ruptcy courts may appoint one or 
more referees for the county, to be 
known as conciliation commission- 
ers. These commissioners must be 


residents of the county, familiar with 


agricultural conditions, but not en- 
gaged in farm financing, etc. A peti- 
tion for composition or extension of 
time for payment may be filed by a 
farmer within five years after the act 
became effective. His creditors will 
meet upon call of the conciliation 
commissioners who will prepare a 
final inventory of the farmers’ estate. 





Winchester Model 63 .22 
Automatic Rifle 


A redesigned Winchester model 03. A 
fast operating 10-shot repeater with same 
magazine as model 03 filled through tele- 
scoping magazine tube, which is with- 
drawn at butt to permit insertion of 
cartridges in loading port. Reloading mech- 
anism changed as necessary to adapt it 
for handling .22 Long Rifle Winchester 
Super Spced and .22 Long Rifle Western 
Super-X cartridges. Take down is simple 
and quickly operated with locking thumb- 


screw at breech, breech being completely 
closed, with side ejection. Cocking en- 
closed hammer, for first shot is accom- 
plished by retracting same cocking rod 
in forestock. Barrel is round, 20 inches. 
Sights are Lyman gold bead front and 
quick elevating open rear. Forend is con- 
siderably wider and of oval shape, giving 
firmer hold for hand. Buttstock has 
pistol grip and shotgun butt. This gun 
designed for Super Speed and Super-X 
cartridges will not function with the regu- 
lar .22 Long Rifle cartridge. Winchester 
Repeating Arms Co., New Haven, Conn. 
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Newest Hobby is 
Sweeping the Country 


TROPICAL FISH 
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NEW FOOD 


Doubles Your Money 
on every sale 


Fads come and go and alert dealers 
make money on them. But here is a 
fad that has become a_ nation-wide 
hobby—Tropical Fish. Dealers are 
cashing in—and cashing in continu- 
ously. 


You don’t have to stock the fish to make 
the profits! Glandex will cash in for 
you. A new and exclusive item. Only 
glandular food on market. A complete, 
natural food that Tropical Fish fanciers 
have long wanted. Heightens colors. 
Increases fertility. Produces bigger 
spawns. Protects’ against disease. Builds 
firm bodies. Purifies the blood. Aids 
digestion. Excellent for Gold Fish, too. 
Made by one of the oldest and largest 
firms in the business. 


And you double your money on every 
sale! Suggested retail price 25c per 
tin. Costs you $1.50 per doz. delivered. 
($1.40 per doz. f.o.b. 
Newark, N. J.) Sub 
ject to regular dis- 
count for quantity. 
Send coupon now. 


FREE SAMPLE 


Judge for yourself. Send 
coupon for a free tin of 
Glandex. 


Send for free supply of 
this new booklet. 


Burnett’s 


GLANDEX 


Foods & Remedies for Birds & Fish— 
For 40 Years 





sameameee MAIL THIS COUPON sa2eeane 
Burnett’s, Inc., Dept. H-4, 
217 Plane St., Newark, N. J. 
Send me...... doz. of Glandex at $1.50 
per doz. and bill me 
() Through jobber. 
Jobber’s Name .......--- 
C] Send free sample of Glandex. 


eo eee free booklets. 
PERO 0 6-056.0:06.0:06.60 0.666006 660 0000686804 
Street 2. ccccccccccccccccessccccceseece 
CP scccccvccvccces State ..-cccccccvces 























YOU Save Your 
Customers Money... 





When You Sell Them 
U. 8S. Poultry Fence 


U. S. Poultry Fence, the modern, 
straight-line netting, actually costs less 
erected. For, it stretches to wood or sieel 
posts without sagging. ...needs no wood 
top-rail, no baseboard. . . .requires fewer 
posts. .. .cuts easily, quickly and without 
waste, 


Bullds Repeat Business... .. 

You save your customers the cost of 
unnecessary material, when you sell this 
superior, longer-lasting fabric... .You 
save them time and labor....You build 
for yourself a permanent, profitable re- 
peat business which price competition 
cannot take away. 

Insist on Genuine U.S.... 

Now is the time to go after the poultry 
netting business... .Meet demands with 
ample stocks of genuine U. S. Poultry 
Fence. . . .Made in America by American 
workmen. ...Sold only through regular 
wholesale and retail trade. . . Stocked by 
jobbers in 100 cities....Ask us for the 
name of the distributor nearest you! 


Indiana Steel & Wire Co. 


Muneie, Indiana 


Makers also of 
IMPERIAL Farm, Poultry, Lawn Fence, Trellis, 
Flower Border, Steel Posts, Gates. , 


(U.S. Poultr 














This central display room is maintained free to dealers by city-owned utilities in 
Colorado Springs 


Colorado Springs Utilities Work 
With Retail Merchants 


N Colorado Springs, Colo., one 
| western community where hard- 

ware merchants have plenty of 
elbow-room for electrical, gas and 
radio merchandising, the city-owned 
utilities maintain free central display 
rooms for the retailers. 

Management of the displays is in 
the hands of the, Gas & Electric Ap- 
pliance and Radio Dealers’ Associa- 
tion of Colorado Springs. About 
twenty-five dealers are members. 
The chairman is Ray Lowell, of the 
Lowell-Meservey Hardware Co., and 
the vice-chairman jis Henry Graves, 
Graves Hardware Co. 

In 1931, the Municipal Utilities 
erected a handsome $350,000 office 
and sales building in the downtown 
section. Magnificent display win- 
dows, and a sales floor 48 feet by 52 
feet, are given over to seasonable 
merchandise displays throughout the 
year. Consumers entering the build- 
ing to pay their monthly gas and 
light bills pass these displays. In 
addition, there is a beautiful base- 
ment display room, 36 feet by 48 
feet. This is reached by a staircase 
from the front, side, of the main 
floor. Model kitchens are provided 
for here. 

At first glance, it might seem that 
a central display by many retailers 
would present serious difficulties. 


Colorado Springs has worked out a 
plan, however, which in nine months 
of use has demonstrated its efficiency. 

Before a merchant can participate 
in the central display, he must be- 
long to the association. The latter 
establishes these qualifications: 

(1) The dealer must have oper- 
ated a business in Colorado Springs, 
and paid property taxes, for the space 
of at least a year. 

(2) He must be an active retail 
dealer engaged in the sale of gas ap- 
pliances having the American Gas 
Association’s approval, or electrical 
equipment having the approval of 
the National Board of Fire Under- 
writers, or radio merchandise and 
appliances. 

(3) He must agree and abide by 
the by-laws, rules and regulations of 
the association. 

Initiation fee and dues for first 
year’s membership total $25.00. 

The management of the association 
is placed in an executive committee 
of seven members. One member rep- 
resents each of the following lines— 
gas ranges and ironers, plumbing 
and heating, refrigerators, gas fur- 
naces, electric ranges, radios, electric 
washers and ironers. A chairman, 
vice-chairman, and secretary, are ap- 
pointed by the executive committee. 
Giving an effective hook-up with the 
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municipal utilities, it is provided 
that the secretary of the association 
shall be a representative of the for- 
mer. In the past, S. McFarland has 
filled the position. 

By-laws give wide and final powers 
to the executivecommittee, upon which 
falls the task of scheduling displays 
and establishing such rules as may 
be required. The by-laws declare, 
regarding power of the executive 


committee to formulate rules: 


“. . . The only restriction placed 


upon the power of said executive 
committee in this connection is that 
such rules and regulations shall be 
applied equally and without discrim- 
ination to all members of the organi- 
zation and such rules and regulations 
shall be binding and conclusive upon 
all members of the organization.” 

One of the rules set up is that if a 
member fails to withdraw his ex- 
hibited merchandise from the floor at 
termination of the scheduled period, 
the association may return it to him, 
and make a charge for the work. In 
fact, it has never been necessary to 
evoke this regulation. 


Handsome Merchandise 
Displays 

Size of display space is so liberal 
in relation to number of dealers of 
lines carried that no difficulty is 
found in giving every dealer gener- 
ous representation throughout the 
year. A first principle is that dis- 
plays shall be seasonable. 

Colorado Springs dealers have 
eliminated what would probably be 
the most fruitful source of friction 
by establishing a rule that sales ar- 
guments are not to be presented in 
connection with the exhibited mer- 
chandise. Further, there can be no 
selling on the floor. The association 
prepares the display card material. 
It consists of cards which simply give 
the name of the appliance—for ex- 
ample, “— refrigerator,” 
—followed by the names of local 
dealers who handle it. There may be 
one, two or several. The consumer 
attracted by an exhibited make de- 
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cides which dealer he will go to 
first, if more than one store carries it. 

Frequent changes in arrangment of 
the displayed merchandise make the 
exhibits of continuous popular ap- 


peal. 
Other Help from Utilities 


Promotion of gas heating sales in 
Colorado Springs has been aided by 
the municipal utilities with experts 
who visit homes and supply the 
owner, free, with an estimate of what 
it would cost to heat the house by 
gas. It follows naturally that gen- 
eral sales arguments for gas heating 
are put forward as the interested 
owner makes inquiries. 

When the owner asks for recom- 
mendations, the utility representative 
refers him to the telephone directory 
where he will find a list. If the 
owner insists on names, the represen- 
tative will name a number, taking 
care that every dealer handling the 
line gets an equal break. 

F. G. Armbruster, sales agent of 
the municipal utilities, works very 
closely with the members of the Gas 
and Electric Appliance and Radio 
Dealers’ Association of Colorado 
Springs. He is ready at all times to 
counsel with individual members, or 
the organization as a whole in respect 
to sales problems. 

Colorado Springs is one western 
community where hardware mer- 
chants make real money out of elec- 
trical, gas and radio merchandise. 
With no utility competition, and 
benefiting from the central display, 
dealers can exercise enterprise and 
progressiveness and benefit in signal 
ways. 

What influence has the Colorado 
Springs policies on utility load? 
Since taking over the utilities, the 
electric consumption has increased 
from an annual 18,000,000 kwh. to 
27,000,000 kwh. And the utilities 
have made money, accumulating a 
handsome surplus—in fact, it was 
out of revenue that the new building 
in which the free central display is 
maintained was built. 
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DOOR CLOSER 
SELLS FOR $1.25 


It’s Everedy’s new No. 2200. For storm doors, 
house entrance doors, office doors, etc. Entirely 
rust-proof. Heqvy cast brackets finished in cad- 
mium plate. Brass cylinder, finished in  lac- 
quer. Cylinder is 114” diameter x 10” long. 
No. 1100 for screen doors, 
sells for 75c. Cylinder is 1” 
diameter x 91.” long. Write 
for circular describing these 
closers and the Everedy line 
of adjustable Screen Door 
Grilles. Sold by all good job- 
bers. Prices slightly higher 
in Far West and Canada- 


The EVEREDY Co. 


Maryland 








Frederick 











ARMSTRONG 


-VANADIUM 
WRENCHES 


and Sets 





In the 


Newer Patterns 


ARMSTRONG leads in the development of 
alloy steel wrenches—was the first to forge 
em. 
ARMSTRONG leads today in quality and 
design with wrenches forged from Chrome- 
Vanadium Steel (a steel that needs no 
“explanation”’), 
These finest wrenches are longer, lighter, 
thinner and stronger, are beautifully finished 
chrome-plated with heads buffed bright. 
They come on attractive stock display 
boards and in matched sets. They com- 
mand the full price and carry a full profit. 
Write for A-V Circular 
Armstrong Bros. Tool Co. 
“The Tool Holder People” 


314 N. Francisco Ave. 
CHICAGO, U.S.A. 











Sales Policies Important as 
Merchandise Quality 


(Continued from page 46) 


vestigation of the complaint as well 
as the cost of litigation if the offend- 
ing competitor decides to contest the 
issue. 

Some of the decisions of the 
United States Supreme Court would 
indicate that if a manufacturer dis- 
criminates in price between custom- 
ers he has made himself liable to a 
suit for damages by the customer 
discriminated against. Until this is- 
sue is definitely settled by the courts 
manufacturers will do well to keep 
these Supreme Court decisions in 
mind when embarking on a policy 
of price discrimination. 

Consider now how the purchasing 
policies of manufacturers affect the 
distributors’ profits. 

At a national convention of man- 
ufacturers, William P. Jeffery, sec- 
retary of the Hack Saw Manufac- 
turers Association, stated in sub- 
stance, “You executives who are the 
heads of your respective companies 
are playing a dual role which ought 
to be stopped. You urge the sales 
manager to get a price that will show 
a fair profit. You then urge the 
purchasing agent to obtain a lower 
price on your materials. In doing 
so you try to break down your sup- 
pliers’ market and thereby cut their 
profits. Thus, you are acting the 
part of Dr. Jekyll and Mr. Hyde, 
which is inconsistent as well as un- 
fair. When you strive for profits 
and stabilization in your sales market 
you should concede profits and sta- 
bilization in your purehasing market. 
You must of course have assurance 
from your suppliers that you are not 
paying more for your merchandise 
than your competitors.” 

Heretofore, if the statement were 
made that the purchasing policy was 
as effective in selling-price stabil- 
ity as the sales policy itself, it would 
not have received credence. Today, 
this is a recognized fact as evidenced 
by the recent meeting of the presi- 
dents and secretaries of the Amer- 
ican Supply & Machinery Manufac- 
turers Association, National Supply 
& Machinery Distributors Associa- 
tion and the Southern Supply & 
Machinery Distributors Association, 
who met for the purpose of dis- 
cussing a standard purchasing policy 
for their members. This subject is 


to take up an important part of the 
program at their convention in 
Louisville in May. 

Stabilization in purchasing makes 
for stabilization in selling. Each 
manufacturer’s guarantee of equal 
material costs contributes to the sta- 
bilization of industry. On this pre- 
mise it would seem the wiser course 
for both manufacturer and distribu- 
tor to pursue a definite and con- 
sistent buying policy. As the distrib- 
utor’s largest cost is merchandise, 
the principal concern in a buying 
policy should be that the merchan- 
dise is not costing more than any 
competitor’s in any channel of distri- 
bution for like quality and quantity. 
Assuming that the distributor’s cost 
of merchandise is 73 per cent of the 
selling price, there is little to fear 
from competitive price cutting be- 
cause out of the remaining 27 per 
cent must come overhead, profit and 
the concession given in the price cut. 
It is a serious matter, however, to the 
distributor if his competitor is get- 
ting a 10 per cent concession in any 
form, as this is equivalent to a 7.3 
per cent reduction on the selling 
price. 

Distributors might do well to di- 
rect a letter to an officer of a number 
of their principal suppliers, asking 
them for a definite answer to their 
specific question as to whether or not 
the supplier is according them their 
lowest price on the class of mer- 
chandise purchased. Also, whether 
the manufacturer ‘sells this class 
of merchandise under another brand 
name at lower prices or sells similar 
merchandise in any single channel 
of distribution at lower prices which 
has not been offered in all channels 
of distribution. If distributors try 
this experiment they may find that 
the price concessions granted them, 
if not equal to concessions granted 
to others, are not price concessions 
at all. 

Demand an announced sales pol- 
icy. Insist that it be strictly adhered 
to. Establish an announced pur- 
chasing policy from which there 
will be no deviation. These methods 
will remove misunderstandings and 
both the distributor and the manu- 
facturer will be rewarded with 
larger profits. 
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Justin Paunn 


Country Constable: “Pardon, miss, 
but swimming is not allowed in this 
lake.” 

City Flapper: “Why didn’t you tell 
me before I undressed?” 

Country Constable: “Well, there ain’t 


2.9 9 


no law again’ undressin’. 


Chloe: “What you all calls it when a 
gal gits married three times—bigotry?” 
Mose: “Law, no, chile, dats when a 
gal gits married twice. When she gits 
married three times dat’s trigonometry.” 





First He: See that girl? Her face 
is her fortune. 

Second He: Yeah, and it runs into 
a nice figure. 

Tommy: “Mother, let me go to the 
zoo to see the monkeys?” 

Mother: “Why, Tommy, what an 
idea! Imagine wanting to see the 
monkeys when your Aunt Betsy is 
here!” 





Father: “And there, son, I have told 
you the story of your daddy and the 
Great War.” 

Son: “Yes, daddy, but what did they 
need all the other soldiers for?” 

“My wife tells me I must give up 
golf or she’ll divorce me.” 

“That is too bad.” 

“Yes, I will miss her terribly.” 


Bill: And now, dad, that I’ve told 
you I’m going to marry Ann, there’s 
one more thing I’d like to get off my 
chest. 

Dad: What’s that? 

Bill: A tattooed heart with Peggy’s 
name on it. 





An ancient car chugged painfully up 
to the ferry. The conductor, demand- 
ing the usual fee for automobiles called, 
“Two bits for the car!” 

The owner looked up with a pathetic 
smile of relief. 

“Sold,” he murmured gratefully. 


Wife: The couple next door seem to 
be very devoted—he kisses her every 
time they meet. Why don’t you do 
that?” 

Husband: “I don’t know her well 
enough yet.” 
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DAZEY CHURNS 


sold only through 


The DAZEY has been the leading 
Churn for many years and has al- 
ways been sold through legitimate 
Jobbers and Dealers. Endorsed by 
Good Housekeeping Institute, State 
Agricultural Colleges, and Scientific 
Buttermakers everywhere. It is 
strictly a ‘Quality’ Churn. Only 
the best materials are used and care- 
Made in sizes to 
suit everyone’s requirements, from 
2-quart to 10-gallon. 
of electric power lines into rural 
districts has opened up a new field 
for DAZEY Electric Churns. 


Recommend DAZEY CHURNS 
for mixing PAINT. LACQUERS : 
and PASTE—A NEW FIELD! 
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9 Furnished with removable, reversible clamp. a 
1g Order from Your Jobber ae 
¥ Dazey Churn & Manufacturing Company i 
ig St. Louis a 
& : 


DAZEY SHARPIT—All purpose household Sharpener. Re- ff 
quires no skill. The original Sharpener of its type. Patented 
grinding wheels. Attractively finished in rust-proof electro plating. 
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“Dr. Doane,” said Mark Twain, to 
his friend the rector, at the end of the 
service one Sunday, “I enjoyed your 
sermon this morning. I welcomed it 
like an old friend. I have, you know, a 
book at home containing every word 
of it.” 

“You have not,” said Dr. Doane. 

“T have so.” 

“Well, send that book to me. Id 
like to see it.” 

“T’ll send it,” the humorist replied. 

Next morning he sent an unabridged 
dictionary to the rector. 


Alkali Ike: ‘“What’s happened to 
the tenderfoot stranger wot was here 
last week?” 

Texas Pete: “Poor feller. The 
second mornin’ he waz here, he waz 
brushin’ his teeth with some of that 
foamy toothpaste, and one of the boys 
thought he had hydrophoby an’ shot 
him.” 


He was very fat and stood behind an 
irritable old woman while waiting in 
line to see a movie. 

“Stop yer pushin’, can’t yer?” said 
the woman suddenly. 

“Excuse me, madam,” he apologized, 
“I did not push. I only sighed.” 


A certain credit manager had bom- 
barded one of his delinquent customers 
with a steady series of collection let- 
ters. Beginning with mild requests in 
a semi-humorous vein, the letters had 
gathered force as they continued, until 
the last missives of the series threatened 
suit in no uncertain terms. 

At Jong and at last, as they say in 
Ireland, he got a reply. This was it: 
“Dear Sir: 

“T have many, many bills to settle. 
So each week I put them all in a hat 
and draw out ofe which I pay. It 
may be your turn next week. But no 
more of your threats, or I won’t put 
you in my raffle.” 


Murphy had been careless in hand- 
ling the blasting powder in the quarry 
and Duffy had been deputed to break 
the news gently to the widow. 

“Mrs. Murphy,” said he “isn’t it to- 
day the fellow calls for the weekly pay- 
ment for Murphy’s life insurance?” 

“It is,” answered Mrs. Murphy. 

“Well, now a word in your ear,” said 
Duffy. “Sure ye can snap your fingers 
at the fellow today.” 


65 











LETTERS 


to the Editor 


To Our New President 


Wueeinc, West Va.—Let us commend 
you for your wonderful salute to our new 
chief—President Franklin D. Roosevelt. 


Inspiring and encouraging to us all is 
the decisive, energetic, courageous spirit 
the President has manifested since the 
moment he took office and it is up to 
every one of us to cooperate to the fullest 
in restoring this nation to its rightful 
place. 


We congratulate you on tendering sin- 
cerely and in such finely chosen language 
the spirit of a people behind a courageous 
man of action. 


W. F. Kennepy, President, 
Otto-Heiskell Company. 


CLeveLtann, Onio.—The March 16 
number has just come to my desk, and I 
want to compliment you on the fine mes- 
sage: “TO OUR NEW PRESIDENT” on 
page 39. There is a marked improvement 
in the sentiment and I am hoping that 
it will be translated into something worth 
while. 

With kindest regards to you and your 
associates, I remain, 


Very truly yours, 
A. J. Gareur, President, 
The George Worthington Co. 


Thank You, Mr. Sears 


New York, N. Y.—I cannot refrain from 
congratulating you and commenting on the 
splendid service that you are giving, par- 
ticularly to the traveling men throughout 
our industry, through the various notices 
appearing in your magazine. I have talked 
to many of the boys, and the new houses 
starting, requests for catalogs, etc., have 
lead to many new accounts, and this with 
the other information as to trade condi- 
tions has certainly been of tremendous 
value. 

In times gone by trade magazines were 
just another magazine; now they are me- 
diums of information and I think are more 
closely read because of this than ever be- 
fore in the history of our industry. 
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With much appreciation of your many 
courtesies to the writer, I am 
Seymour N. Sears, Vice-President, 
The Tucker Company, Inc. 





Our Apologies to Mr. Samach 


New York, N. Y.—Thank you very much 
for printing my letter in the HARDWARE 
AcE issue of March 16. 

Please read the last paragraph, and you 
will find an error in word that is supposed 
to be “jobbers” and is printed as “rob- 
bers.” This sort of puts a different light 
on that paragraph. I don’t know just what 
you can do to rectify same. 

S. SAMACH. 


This regrettable error is due to faulty 
final proofreading. Mr. Samach’s letter 
clearly states “jobbers.” The first proof 
from our print shop showed the correct 
word “jobbers,” but a correction in an- 
other word in the same line had to be 
made. As typesetting machines turn out 
complete lines in one piece, it is easy 
to make a second error while correcting 
the original mistake. This is what hap- 
pened in printing Mr. Samach’s letter, and 
the second error slipped through, for which 
we are very sorry.—ED 


‘ 





Bob Russell Knows Better 


Hotyoxe, Mass.—I want to call your 
attention to some very subtle humor in 
your March 16 issue. On page 64 you 
describe the Connecticut Convention and 
state that a complete description of the 
evening of the first day will be found in 
“News of the Trade.” 

I could see where this promised to be 
very good reading and so turned to page 
72 where you said “the banquet was fol- 
lowed by a review staged by the Kohl- 
meier Entertainment Bureau, New York 
City.” 

Perhaps this was as complete as your 
magazine could go but you and I know 
that it is entirely. inadequate. 

“Vas you dere, Sharlie?” 

With kind personal regards, 

Bos Russe, 
J. Russell & Company, Inc. 
(Yah, I vas dere.—Eb.) 





Packaged Oil 


Spokane, WasH.—Referring to mention 
in your “Just Among Ourselves” Column 
of Harpware Ace’s March 2 issue, of 
large sales by hardware and other retailers 
of lubricating oil in two-gallon cans, I am 
writing to ask if you can give me names and 
addresses of the manufacturers or distrib- 
utors of the oils referred to, including 
brands or trade names, wholesale and re- 
tail prices, etc. 

Hoping to hear from you and assuring 
you that*such information as may be avail- 
able will be very much appreciated, I am, 
with best personal wishes. 

E. E. Lucas, Secretary, 
Pacific Northwest Hardware & 
Implement Asso. 

(Coast 2, Coast Oil Co., New Brighton, 

Pa.—Eb.) 


A Letter to Customers 


New Haven, Conn.—President Roose- 
velt in his message of March 12 to the 
American people said: “Confidence and 
courage are the essentials of success in 
carrying out our plans.” On March 13 
our banks, after a period of thorough 
checking and strengthening, reopened—the 
people of the country responded with vast 
deposits. Confidence is returning. 

We believe, when history is written, 
March 13 will be set as the start of the 
upward turn in the affairs of our nation. 

We believe that this date marks the 
beginning of an increase in the demand 
for general commodities, bringing an in- 
creased demand for raw materials and 
basic products resulting in greater employ- 
ment and better wages. 

We believe the President’s program has 
broken the backbone of the depression, but 
our return to normal prosperity demands 
the whole-hearted support of each one of 
us. 

With confidence and courage let’s get 
together and put it across. 

P. E. Bartu, Vice-President, 
Sargent & Company. 

(This letter went to all customers of 
Sargent & Co. We liked the spirit of it 
and took the liberty of printing here.— 
Ep.) 
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She Will Sail Again 
Next Summer 


Late winter and spring finds un- 





usually busy days at ship yards up 
and down the coast. Boats of all 
kinds are being reconditioned and 





reequipped for the coming summer. 
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In almost every one of the many ac- 
tive yards you will find thousands of 
American Screws being used in boat 
building and repair work. 


American Screws are selected be- 
cause their strong slots stand the 


on \= i |e i Ju i Jr | | 


strain of automatic or hand driving; 


their true running threads hold them 
permanently in place. You can do 
any job better with American Screws. 
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NEW BUSINESS 
for LUSTRAGLASS DEALERS 


in the Poultry Field 


Every farmer and poultry raiser in your commu- 
nity is now a prospect for Lustraglass. This won- 
derful ultra-violet-ray window glass will now be 
extensively used for glazing poultry houses, 
dairy and other farm buildings. Advertisements 
in Country Gentleman, Successful Farming and 
Poultry Tribune reaching over 3,000,000 farm 
families are telling the profit-making story of 
Lustraglass for farm use. After months of experi- 
menting, we have definite proof of the benefits 
of Lustraglass in animal husbandry. 


Experiments prove that sunlight through 


USTRAGLASS 


the u/fra violer ray window J/7s an 


prevents rickets in chicks 





The photographs above show two groups of chicks at the age 
of six weeks. Both groups were raised under similar condi- 
tions except that group “A” was raised under ordinary win- 
dow glass and group “B” under Lustraglass. The advantage 
of Lustraglass is obvious... Group “A” are 
stunted, sick and weakly, and four of the origi- 
nal seven died before the end of six weeks. 
Group “B,” raised under Lustraglass, are all 
alive and normal, healthy and entirely free 
from rickets. Lustraglass costs no more than 
ordinary window glass. Get in on this big new 
market by offering your customers Lustraglass 


this label on 





MACHINE 
SCREWS 


TIRE WwooD STOVE 
BOLTS SCREWS BOLTS 


AMERICAN SCREW CO 


PROVIDENCE,R.I.,U.S.A. 


WESTERN DEPOT,225 WEST RANDOLPH SL.CHICAGO,ILL. 


Put lt Together With Screws 











APRIL 13, 1933 


every light of 
genuine 


for poultry and other farm use. Send for Book- 
let P332 giving a summary of scientific ex- 





periments showing the value of Lustraglass. 


Lustraglass 


AMERICAN 


WINDOW GLASS COMPANY 
PITTSBURGH, PA. 


Also makers of Lustrawhite Picture Glass, Armor-Lite Safety and Bullet- 
Proof Glass, Tintaglass, Photographic Dry Plate Glass, %.6" and 72” 
Crystal Sheet Glass, Ground Glass, Chipped Glass and Bulb Edge Glass. 
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WuHo 
MIAKES 
Ir? 


Syracuse, N. Y.: Who makes a long, 
five cell flashlight, in nickle or black 
finish, which, with batteries retails for 
$1?—New York State Retail Hardware 
Assn. 

ANSWER: U. S. Electric Mfg. Co., 
222 W. 14th St., New York City. 


* + 


Futton, Mo.: Who makes an electric 
“hot-dog” machine which holds 12 at 
a time and is so arranged that the 
weiners serve as the element, being 
cooked by the current passing through 
them ?—Berghauser Hardware Co. 

ANSWER: E. W. Carpenter Mfg. 
Co., Bridgeport, Conn. 

* aa * 

BusHNELL, ILt.: Where can we ob- 
tain repairs for a Square Iron Oak 
heating stove ?—Hartrick Hardware. 

ANSWER: Phillips & Buttoroff Mfg. 
Co., Nashville, Tenn. 


+ + 


Asincpon, ILt.: Furnish names and 
addresses of several manufacturers of 
imitation roast turkeys.—Shipplett-Mo- 
loney Co. 

ANSWER: Art Wax Fruit Co., 5124 
Trenton Ave., Detroit, Mich.; Imitation 
Food Products Co., 107 Lawrence St., 
Brooklyn, N. Y., and Old King Cole, 
Inc., 1800 22nd St., Canton, Ohio. 


* * * 


Assury Park, N. J.: Who makes the 
Tidy furnace clock?—J. Coyte & Son. 
ANSWER: Greene Tweed & Co., 109 
Duane St., New York City. 
(See H. A. Sept. 29, 1932, p. 180) 
* *& * 

Kinston, N. C.: Furnish name and 
address of the manufacturer of the Rex 
laundry heater.—D. V. Dixon & Son. 

ANSWER: Gray & Dudley Co., Nash- 
ville, Tenn. 

* * * 

CLEARFIELD, Pa.: Who makes the 
Bishop safety car wrench?—Clearfield 
Hardware Co. 

ANSWER: C. L. Bishop Co., 40 Bald- 
win St., Youngstown, Ohio. 

* * * 

Reno, Nev.: Provide names and ad- 
dresses of several manufacturers of 
ostrich feather dusters—Reno Mercan- 
tile Co. 
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ANSWER: Dearborn Mfg. Co., 554 
W.. Harrison St., Chicago, Ill.; P. R. 
Mitchell Co., Harrison Ave., Cincinnati, 
Ohio, and Hoag Duster Co., Monticello, 
Iowa. 

. * * 

Opessa, Texas: Where can we obtain 
repairs for a Monitor gasoline iron?— 
Hendrick Hardware & Furniture Co. 

ANSWER: Monitor Sad Iron Co., Big 
Prarie, Ohio. 

* * * 

GarRATTSVILLE, N. Y.: Who makes 
Summitt ranges?—E. E. Steele & Son. 

ANSWER: Summitt Foundry Co., 
Geneva, N. Y. 

* +e * 

Monrcrair, N. J.: Who makes the 
Kenmore electric kitchen clock?—R. 
Mockler. 

ANSWER: Kodel Electric & Mfg. 
Co., 507 E. Pearl St., Cincinnati, Ohio. 
* * * 

- Raton, N. M.: Who makes Red Point 
razors?—Tomilson Electrical & Hard- 
ware Co. 

ANSWER: The Utica Co., 130 S. 
Franklin St., Chicago, Il. 

* * * 

Westport, Conn.: Who makes the 
Ade-O-Matic orange reamer? — Hart- 
mann Bros. 

ANSWER: Ade-O-Matic Porcelain 
Products Co., Wrigley Tower, 41st & 
Avalon Ave., Los Angeles, Cal. 

(See H. A. Sept. 29, 1932, p. 79) 
* * * 

SHAMOKIN, Pa.: Who makes Riddell 
football shoes?—W. C. Hack & Sons. 

ANSWER: John T. Riddell, 1259 N. 
Wood St., Chicago, IIl. 

* * * 

Hempsteap, L. I., N. Y.: Where can 
we obtain a hand mortising machine to 
be used for mortising doors for insert- 
ing locks?—-H. Blumberg & Sons, Inc. 

ANSWER: Colgan Machinery & Sup- 
ply Co., 16 E. Broad St., Columbus, 
Ohio. ' 

(See H. A. Sept. 29, 1932, p. 185) 
* * * 

MINNEAPOLIS, Minn.: Where can Al- 
legro safety razor blade sharpeners be 
purchased?—The Williams Hardware 
Co. 

ANSWER: Allegro Co., 170 Thomas 
St., Newark, N. J. 

(See H. A. Sept. 29, 1932, p. 199) 
* & 

IrHaca, N. Y.: Furnish names and 

addresses of several New York City 


concerns specializing in quick selling 





novelties for the holiday trade, such as 
bon bon dishes, fancy table dishes, etc., 
retailing from $1 to $5.—C. J. Rumsey 
& Co. 

ANSWER: Several such concerns are 
located in the same building at 225 
Fifth Ave. Among them are: Martin 
S. Breslauer & Co., Inc.; House of Dol- 
lar Specials; Mary Ryan; Geo. F. Bas- 
sett & Co., and W. E. Lindemann. Other 
firms are: S. J. Goldhill & Co., 411 Fifth 
Ave.; Carbone, Inc., 385 Madison Ave.; 
Bush Terminal Sales Bldg., Gift and 
Art Division, 130 W. 42nd St.; Dritz- 
Traum Co., 11 E. 26th St.; Taiyo Trad- 
ing Co., 121 Fifth Ave.; Amtorg Trad- 
ing Corp., 261 Fifth Ave.; Koscherak 
Bros., 129 Fifth Ave.; Backhard Sim- 
fred Co., 84 Madison Ave., and Czecho- 
Slovak Glass Products Co., 45 E. 34th 
St. * * 

Pensacoia, Fia.: Advise name and 
address of manufacturer of Our Enter- 
prise No. 820 cook stove-—Taylor Hard- 
ware Co. 

ANSWER: Phillips & Buttorff Mfg. 
Co., Nashville, Tenn. 

(See H. A. Sept. 29, 1932, p. 219) 
a wee 

Epina, Mo.: Provide names and ad- 
dresses of several manufacturers. of 
steel garage doors that are flexible and 
roll up- like a window shade.—J. P. 
Arnold. 

ANSWER: Cornell Iron Works, Inc., 
3603 13th St., Long Island City, N. Y.; 
Kinnear Mfg. Co., 736 Field Ave., Co- 
lumbus, Ohio, and Moeschl-Edwards 
Corrugating Co., Cincinnati, Ohio. 

* * * 

Havana, ILt.: Who makes a gasoline 
engine powered, sickle bar type, lawn 
mower ?—Robert Zempel. 

ANSWER: Toro Mfg. Co., 3042 
Snelling Ave., Minneapolis, Minn. 

* & # 

Sarnia, Ont., Canapa: Who makes 
toy typewriters? Also Sette, oil valve, 
lead lined faucets?—The Sarnia Hard- 
ware Co. 

ANSWER: (1) Simplex Typewriter 
Co., 1216 W. Harrison St., Chicago, II. 
(2) Sette-Imperial Brass Mfg. Co., 210 
llth Ave., New York City. 

* * * 

Trenton, Mo.: Where can we pur- 
chase cork balls 8 or 10 inches in di- 
ameter, such as are frequently used for 
displaying cutlery?—-Witten Hardware 
Co. 

ANSWER: Paddock Cork Co., 1209 
DeKalb Ave., Brooklyn, N. Y. 





Information regarding sources of supply as provided readers of Harpware AGE 

by the Who Makes It Editor is here presented as an aid to others in the trade who 

may be seeking the same articles. The inquiries reproduced have been selected 

because of their general interest to hardware merchants and buyers. This 

editorial feature in each issue supplements the service rendered by the “Who 
Makes It?” issue published on Sept. 29, 1932. 
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NOTICE? 


To All Radio Manufacturers 
—Jobbers— Dealers. This Is 
To Notify The Trade Generally That 


U. S. PATENT No. 1,900,629 


Has Been Granted to R. P. Wuerfel 
Covering a Radio Set Which Can 
Be Operated From EITHER A.C. 
OR D.C. MAINS and WITHOUT 
REQUIRING THE USUAL 
POWER TRANSFORMER 
e 
The INTERNATIONAL RADIO 


CORPORATION 
of ANN ARBOR, MICHIGAN, 


is and has been manufacturing the 


INTERNATIONAL 


KADETTE 


Under License From The Patentee And 
It Is The Patent Owner’s Intention to 
Protect Licensees By Prosecuting In- 
fringers By Way of Patent Infringement 
Suit. This Notice Is Given Under The 
Provisions of Sec. 4900 U. S. Revised 
Statutes. 


R. P. WUERFEL, Patentee 


Chief Engineer 
INTERNATIONAL RADIO CORP. 
Ann Arbor U. S. A. Michigan 


Originators and Manufacturers of the 
International Kadette 
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50 Seconds NOW 


Can Net You *50% 
Extra Profits Per 
month from NOW 


on- - 


Dreadnaught-6 Floor Sander Rental Service, according to 
an unbiased survey recently completed, has proven a highly 
profitable way of cashing in on the nation’s leisure. It 
proves that this service has grown by leaps and bounds in 
the last eighteen months and has returned an average profit 
of $48.96 every month to hundreds of hardware retailers, 
from Dreadnaught Sander rentals and necessary sandpaper 
and other finishing materials sales. 

The Dreadnaught-6 Floor Sander Rental Service Plan offers 
you a detailed plan of action in addition to its outstanding 
product, acknowledged generally as the only light-weight, 
efficient, practical sander for rental purposes. 

Don’t hesitate because our story may seem too good to be 
true. We will gladly prove to you (and you be the sole 
judge) that profits of $50 per month and more are obtain- 
able right in your own territory right now. In fact, the 
season of biggest profit lies just before you and offers an 
ideal opportunity to pay your first and only Dreadnaught 
Floor Sander cost in a hurry, and from then on 
gross profits from this service practically rep- 

resent net profits. 

This thoroughly proven proposition is bound 
to be just as profitable for you as it is for 
the hundreds of dealers now benefited 

by it. 

50 seconds of your time now, to mail the 
coupon, will definitely prove to you that 
you can enjoy at least fifty dollars a 

month extra profit. 



















~ _ CheNew- 
DREADNAUGHT 6 


PORTABLE DUSTLESS SANDER 


The Result of 16 Years of 
icknowledged Leadership 
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MAIL THIS 
eo} t) fe). 


NOW! 


DREADNAUGHT SANDERS, 
Dept. H-433, Muskegon, Michigan. 

Send complete information on your new Dreadnaught 6 Dustless 
Sander and rental service plan. 
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A REGULAR FEATURE 
OF HARDWARE AGE 





ow’s we Hardware Business? 


Mr. James interprets for 
hardware men, such basic 
factors as, crop outlook, 
freight car loadings, circu- 
lation of money, building 

gress, employment, etc. 

e also deals with specific 
price trends, demand for 
merchandise, shortages 
and future outlook as re- 
flected by his study of the 
national hardware market 
situation. 











April 11, 1933 
HE easing of strain in the na- 
tion’s affairs has been helpfully 
reflected in all the latest news 
of manufacture and distribution. The 
last weekly survey of the Department 
of Commerce notes moderate progress 
from the preceding week,—not uni- 
formly spread, but manifest in several 
ways. Retail and wholesale trade gen- 
erally have felt renewed stimulus as 
more banks have opened, and as popu- 
lar confidence has become more settled. 
The successful resuming of normal 
operations has been reported from all 
parts of the country. 


New Faith Develops 


Business men who, a few weeks ago, 
regarded the future with doubt, if not 
with alarm, are now discussing the 
prospects for better business with a 
new faith in the essential soundness of 
the nation’s financial and _ political 
structure. Employment returns for 
February indicated that gains were 
made in the iron and steel, textile, 
leather and cement, clay and glass in- 
dustries. In fact, taking the average of 
all manufacturing concerns during 
February, employment increased 1.6 
per cent and payroll totals 1.7 per cent 
over January. 


Hardware Activities Increase 


While the financial showings for 
1932 among hardware makers and dis- 
tributors contained as much red ink as 
in other lines, and while many smaller 
wholesalers are still handicapped by 
closed banks and by difficult collec- 
tions, the stronger houses are rendering 
service never more valuable in main- 
taining the retailer’s stability and 
morale. Selling effort all along the 
line is more aggressive, as evidenced by 
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the visitor record of one large whole- 
saler who was called upon by 556 dif- 
ferent factory salesmen in one recent 
week. The news seems well established, 
that while the larger houses do not 
anticipate any sudden increase in val- 
ues, they do consider that some mer- 
chandise may be worth more money be- 
fore fall. Where prices are low, they 
have started to place more substantial 
orders and are recommending that 
dealers who are properly financed 
should follow the same course. 


Price and Sales Trends 


A 20 per cent cut in tire prices by 
Goodrich and Goodyear was announced 
March 22, followed by Firestone and 
others. The announcements involve 
the general discontinuance of tires 
bearing the companies’ names,—except 
on their first and second lines. 

Goodyear on April lst announced in- 
creased production, increasing work 
for 10,000 employes from three to five 
days a week. Goodrich also an- 
nounced an increase in tire production 
amounting to 40 per cent. The in- 
creased tire output is justified by 
generally improving conditions, the re- 
cent introduction of a new safety type 
tire, and the seasonal upturn in tire 
buying normal in the spring. 

Jobbers are finding the new two- 
gallon can of motor oil very popular, 
and taking volume from the heretofore 
standard five-gallon drum. The sales 
trend is toward hardware distribution, 
and many hardware stores are doing 
a fine business with this staple line. 

All leading makers of manila and 
sisal rope have confirmed, effective to 
July 1st, the same prices as ruling dur- 
ing the past quarter. 

The price of rubber-covered elec- 
trical wire has advanced 10 per cent, 
and it is expected that this will be fol- 
lowed by an advance on lamp and ap- 
pliance cords, which have been very 
competitively quoted. 

There has been another small ad- 
vance (about 2% per cent) on non- 
metallic sheathed cable, and factories 
seem to expect a further rise in the 
price of BX armored cable. Brass 
sockets were advanced 5 per cent by 
the associated manufacturers. 

There have been signs of a price 
advance on paint brushes. At the 


present time bristles are about 25 per 
cent higher than when present brush 
prices were established. If there is no 
reversal in the market, an advance is 
expected. 

Window glass is also selling at very 
low prices, and there is some factory 
talk of an advance,—though as yet 
nothing certain is announced. 

Washing machine sales in February 
were the best in five months and were 
ahead of every month of 1932 with 
the exception of September. Accord- 
ing to the manufacturers’ association, 
who account for 90 per cent of the pro- 
duction, factory sales in February to- 
taled 50,518 machines, helped by the 
much-heralded trainload shipped to a 
large Chicago hardware wholesaler. 
This February total compared with 46,- 
077 units in February of last year. 
January~sales amounted to 40,744 ma- 
chines as against 38,770 in January, 
1932. 

A reduction of from 10 to 20 per cent 
on chain hoists, on the part of the lead- 
ing interests, crowds the smaller manu- 
facturers who had been doing some 
cutting. The new prices on the lead- 
ing lines are uniform on the spur 
geared and the screw geared hoists, 
but on the differential type there are 
variations among the quotation sheets. 

The market advance of one cent per 
pound on cotton clothes lines, sash 
cord and rope, following the temporary 
“moratorium” rise on cotton, has not 
been fully followed by all distributors. 
Costs have probably reacted enough to 
raise question as to any early and con- 
certed adoption of the higher basis. 

March advances in some lead, tin 
and copper products have been largely , 
withdrawn, by reason of the return of 
the values on metals to the pre-mora- 
torium levels. 

Household mop sticks were recently 
advanced about 20 per cent,—and some 
low factory quotations on cotton mop 
heads were withdrawn. New prices on 
the latter have not been definitely fixed, 
but there seems reason to expect no 
great changes. 

One of the bright spots in hard- 
ware distribution is the strong come- 
back of harness and kindred goods. 
Some wholesalers who purchased sup- 
plies last fall, when leather was low,— 
intended to cover for many months 
ahead,—have sold out in a few weeks, 
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It’s the ball bearing feature that 
makes ACMES so popular. These 
casters protect all floors and floor 
coverings. ACMES roll in any di- 
rection—quietly, smoothly. 








Demonstrate an ACME on your 
counter, or in the palm of your 
hand and the customer will buy 
one, or more sets. 









THE ScHatz MANUFACTURING Co. 
POUGHKEEPSIE, N. Y. 
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No. 1730 
THE GRIFFIN WROUGHT STEEL 


PERFECTION SCREEN and STORM 


DOOR SET 


Improved design 

Flush Ne. 830 Latch and 
_ Escutcheon with 
positive locking 

device. This latch 















No. 730 Loose Pin 
Hinge with Button 
Tip is full surface. 
Length of joint 

3 inches. 


Various Means of Application 
of No. 730 Hinge 









When Door ts reversible. 

is Thinner 

Than Jamb 

When Door 

is Thicker a 
ThanJamb —No. 3 Coil Wire Spring and Hooks 








Half Surface 





Home owners readily ap- 
preciate the advantages 
of GRIFFIN Wrought 
Steel Perfection Screen 
and Storm Door Sets No. 
1730. The loose pin, but- 
ton tip, full surface hinge 
can be applied various ways to 
the advantage of position per- 
mitting quick and easy re- 
moval of the door. The 
GRIFFIN latch is reversjble, “‘patented”’—a 
positive locking device applied to the surface of 
the door, no mortising. The graceful design, 
in attractive finishes, offers pleasing appear- 
ance and lasting surface. 
























Descriptive Folder Sent on Request 


RIFFIN 


anufacturing Company 


ERIE, PENNSYLVANIA 





Branch Offices and Warehouses: 
NEW YORK: 45 Warren St. BOSTON : 113 Purchase St. 
CHICAGO: 162 N. Clinton St. SAN FRANCISCO: 703 Market St- 
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and are reporting serious shortages. It 
is increasingly difficult to promptly re- 
plenish stock, as there are comparative- 
ly few harness factories left and most 
of them are now working 24 hours 
per day. Leading jobbers predict that 
the demand for harness goods will con- 
tinue, and urge that dealers maintain 
liberal supplies. 

Some hardware wholesalers have suc- 
cessfully solved the problem of furnish- 
ing the retailer ten cent retail values 
in catalin handled stainless cutlery, to 
compete with chain store “specials” 
lately offered. It is rumored that the 
chains have had to handle these goods 
as loss-leaders, paying upward of $12 
per gross for none-too-good ten-cent 
qualities. 

However, there is now available to 
the hardware dealer a line of catalin 
handle, mirror finish, stainless steel 
knives and forks that he may retail at 
10c. each, if desired, with a very fair 
margin for profit. For worth-while 
volume, leader values of this nature 
must be openly displayed and _ plainly 
priced. 

The Animal Trap Company of Amer- 
ica has confirmed, for the coming trap- 
ping season, its prices on steel animal 
traps as established on May 2, 1932. 


Pig Higher, Steel Steady 


A small advance in pig iron is real 
news, for it was the first upward move- 
ment in pig iron prices recorded in 
many months, and results from a re- 
newed forward buying interest on the 
part of consumers, whose supplies are 
extremely low. Steel scrap prices also 
continued their steady advance. Auto- 
motive steel requirements in the last 
week of March lifted ingot production 
114% per cent to 15% per cent, with 
even greater gains in finished steel 
operations. 

Steel pipe mills issued new discount 
cards, dated March 29, black pipe 
taking a reduction of 3% discount 
points, or about $7 per ton, and gal- 
vanized pipe declining 5 to 8 points, or 
upward of $10 per ton. 

There has been a marked improve- 
ment in specifying by jobbers for mill 
shipment of wire products, particularly 
nails. At this time of year there is 4al- 
ways increase in consumption, but 
further stimulus has come from the 
price situation. The advanced price on 
nails and wire is holding strictly on 
new business, and after April first no 
further purchases were permitted on 
lower priced contracts. 


Mail-Order and Other Sales 
Sears, Roebuck sales for the four 
weeks ended March 26, which in- 
cluded the banking moratorium pe- 
riod, totalled $14,215,000, as compared 
with $15,827,000 in the preceding four 
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weeks and with $18,999,000 in the cor- 
responding period of 1932, Normally 
there is a seasonal decline in business- 
early in March. The decline from a 
year ago was equal to 25.2 per cent, as 
against a comparative drop of 19.4 per 
cent in the preceding four weeks. For 
the period from January 30 to March 
26, Sears’ sales decreased 22.3 per cent 
from last year. 

Montgomery Ward & Co., for the 
thirteen months ended January 31, 
1933, reported a net loss of $5,686,784 
after all charges. This loss compares 
with a loss of $9,737,083 in the thir- 
teen months ended January 31, 1932. 
Sales declined from $210,945,000 to 
$176,488,000, or 16.83 per cent. 

As a pleasing contrast, Chicago de- 
partment stores reported a sales gain 
of 1 per cent in February as compared 
to January, and those in Milwaukee a 
loss of only 1 per cent, according to 
report of the Federal Reserve. The 
combined reports of all other cities 
showed February sales 2% per cent 
under January. 


Major Indexes Advance 


During the latest weeks, the move- 
ment of agricultural products to market 
was speeded, with cotton, wheat and 
live stock receipts advancing sharply. 
Wholesale commodity prices have main- 
tained a steady or upward trend, since 
the first reaction from the bulge of 
the closed-markets period. Fisher’s 
index advanced to the highest point 
since the second week in January, due 
to further advances in agricultural 
products. Cotton and copper prices 
declined, while wheat and some of the 
other grains advanced, the former on 
forecasts of a much-reduced winter 
crop. 

Other important index advances 
showed in carloadings, electric power 
and automobile output,—particularly in 
the first two. Steel operations are 
lagging, but are expected to soon reflect 
higher schedules. 


Business Bright Spots 


Freight carloadings for the week 
ended March 25 reached 475,850 cars, 
5.8 per cent, more than for the preced- 
ing week, but 15.2 per cent less than 
for the corresponding week last year. 

American automobile manufacturers 
sold more cars in the first two months 
of 1933 than they did in the corre- 
sponding period of 1932, despite a fall- 





ing off in February. Factory sales in 
January and February were 236,928 
cars, against 236,762 in the first two 
months of 1932 and 391,788 in the 
first two months of 1931. 

The Frigidaire, subsidiary of Gen- 
eral Motors, has recalled 500 men to 
make up a partial third eight-hour 
shift. This increases employment at 
Frigidaire plants to approximately 
6,500, putting the company’s two plants 
on a full five-day week schedule in all 
divisions, with some on a_ seven-day 
week. Employment has been increased 
steadily since February 1, when pro- 
duction of the 1933 line was begun. 

The National Cash Register Com- 
pany announced that all its manufac- 
turing units at Dayton, Ohio, have 
resumed full-time operation, affecting 
3,500 employes who have been work- 
ing half time. Reports from their sales 
representatives now reflect a distinct 
increase in activity in many lines of 
business. 

At the Minneapolis Auto Show an 
estimated 200 retail and 350 distributor 
car sales were made in five days. Elec- 
tric refrigerators shown at the show 
also sold well, with large special 
refrigerators very active, due to the 
advent of legalized beer. Flour ship- 
ments’ from Minneapolis during the 
latest March week were 35,000 barrels 
above the preceding week and 45,000 
above last year, with new business con- 
tinuing in steady volume. 

The Supreme Court decision in favor 
of the Appalachian Coals, Incorporated, 
a marketing agency, has been followed 
by the announcement of the formation 
of three similar organizations in the 
coal sections of the Cleveland district. 
All are being formed with the idea 
of eliminating destructive price cutting. 
There will undoubtedly be similar 
projects started, of group selling in 
other depressed industries, under this 
far-reaching decision. 

In the Atlanta Reserve area contracts 
for residential construction increased 
16.5 per cent from January to Feb- 
ruary. Production of cloth by cotton 
mills increased 5.2 per cent from Jan- 
uary to February and was 14.5 per 
cent greater than in February, 1932. 
Production of pig iron in Alabama in- 
creased 23.5 per cent from January 
to February. Production of coal in 
Tennessee increased over the previous 
month and it was greater than a year 
ago in both Tennessee and Alabama. 





TARIFF REDUCTION ON 
HAY AND MANURE FORKS 
(From Our Washington Bureau) 

President Roosevelt’s first tariff procla- 
mation provides for the reduction of 50 
per cent in the duties on hay forks and 
four-tined manure forks. They go into 
effect May 3. Issued on April 5; the proc- 


lamation provides for a duty of 4c each 
and 22% per cent ad valorem on hay forks. 
The present duty is 8c each and 45 per 
cent. The duty on four-tined manure forks 
is reduced to 15 per cent from 30 per cent. 
No change was made in the rates of duty 
on the other agricultural hand tools cov- 
ered in an inquiry by the Commission. 
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MAJESTIC 

Building Specialties 
INCREASE THE PROFIT 
on Every Job 


For new work or re- 
modeling every job pre- 
sents an opportunity to 
sell some Majestic Spe- 
cialty. 

Ask your jobbers’ sales- 
man to see the Majestic 
line of building special- 
ties. 


THE MAJESTIC CO. 
Huntington, Ind. 





Coal Windows—Coal Chutes 


Underground Garbage Re- 
ceivers 


Milk and Package Receivers 
Built-In Mail Boxes 
Majestic Garage Doors 
Fireplace Dampers 
Basement Incinerators 





Send for this Complete Catalog 








Sells 
" Sight 


_ DIME 


SCREEN DOOR 
CHECK 


on individual 
display cards 













ROCHES ES ACT URING co. 


USA, 
10e individual carding method keeps the 
merchandise on display— while the 


ITEM simple instructions make it easy for 


° the customer to install. Stock up now 
ina 


No sales effort is required to move 


—screen door time will soon he here. 





N E W t Caldwell Manufacturing Co. 
DRESS : 56 Industrial Street, Rochester, N. Y. 
sfebedetedebedetnbeeteteetetnbetetnlefetenbebetnbofelntebeletnbetetnfebetetebet 
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Dime Screen Door Checks. The new | 
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means ready-made 


SALES for YOU! 
Stock... 


UTOX 


Reg. U.S. Pat, Off. 


A NON-ARSENICAL INSECTICIDE 


for greater profits 


ACH month more than3,200,000 DUTOX sales mes- 
sages in leading farm journals are sent out to grow- 
ers all over the land. Many of them are your customers. 


This advertising is creating an increasing. demand for 
DUTOX... building volume sales. It urges the Grow- 
ers to buy from YOU. 


Order DUTOX from your Jobber TODAY. 
DUTOX (dust or spray) a positive insect control 


DUTOX (a barium compound) kills beetles, weevils and leaf-eating 
insects on vegetables, fruit, tobacco, etc. It effectively 
controls — 

BEETLES — Asparagus Beetle, Aster Beetle, Blister Beetle, Colorado 
Potato Beetle, Diabrotica Beetle, Egg Plant Beetle, Horse- 
radish Beetle, Japanese Beetle, Mexican Bean Beetle, Pepper 
Beetle, Strawberry Beetle, Striped Cucumber Beetle, etc. 


FLEA BEETLES—Mint Flea Beetle, Potato Flea Beetle, 
Tobacco Flea Beetle, etc. 


WworMS—Bean Leaf Roller, Bud Worm, Cabbage 
Looper (on lettuce), Cabbage Worm, Corn Ear 
Worm (on lettuce), Cucumber Worm,’ Cut 
Worm, Tomato Horn Worm, Tobacco Horn 

Packed in 1 


Worn, etc. 
- pound bags and 
MISCELLANEOUS— Apple Flea Weevil, Celery Flea = 1 pound cans, 
24 per carton 


Hopper, Cherry Slug, Codling Moth, Peach ana’é pound 
Twig Borer, Pear Slug, Walnut Husk Fly,etc. 27, @ = per 


Order from your Jobber or write 


THE GRASSELLI CHEMICAL COMPANY 


INCORPORATED 









| =| 


ADV. DEPT. CLEVELAND, OHIO 
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The Readjustment Program 
in Washington 


Banking Reforms Under Way—Securities Bill Will Pro- 
tect Individual Investor—Farm Relief Experiment May 
Help—Useful Public Works Program 
Unemployment—More Lenient Anti-Trust Legislation— 


By L. W. MOFFETT 


Washington Representative of 
Hardware Age 


LTHOUGH there is nothing spe- 
cific in the rapid-fire program 


of President Roosevelt which 
relates to the hardware business, 
there is much that concerns busi- 
ness generally and which may affect 
retailing. This is particularly true 
of plans for better distribution ma- 
chinery, prospective chain store 
legislation, tax legislation and the 
new bankruptcy law. 

The drastic banking moratorium 
almost paralyzed business while it 
existed but it was cordially approved 
by the country, including business 
which was brought to a temporary 
halt. The banking situation is not 
cleared up, but it is being cleared 
up. A greater feeling of confidence 
exists. Many have been hurt and 
many more will suffer losses but in- 
finitely greater damage has been 
avoided. A better banking system is 
bound to come from legislation. Cen- 
tralized banking, or greater spread of 
branch banking through members of 
the Federal Reserve system, will 
eventuate. “Investment” banking and 
“affiliates” will not blossom so 
gaudily. It will not be possible for 
the white wing to throw down his 
broom, abandon his two-wheeled per- 
ambulator and organize a bank. 


The Securities Bill 


And the securities bill will not 
permit banksters to perpetuate worth- 
less bonds and other valueless paper, 
of either foreign or domestic char- 
acter, upon a naive public. 

The farm legislation, for both up- 
building of prices, through process- 
ing taxes and for mortgage relief, 
may or may not do what it is sup- 
posed to do, or it may have the 
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More Taxes Likely 


opposite effect. But the experiment 
toward mortgage relief at least has 
been generally accepted as worth 
trying with Uncle Sam guaranteeing 
interest payment on bond issues 
through farm loan banks up to $2,- 
000,000,000. The processing tax 
looks to many to be super-protection 
for the domestic market on agricul- 
ture products fixed by a Democratic 
administration which is scheduled to 
tear down the Hawley-Smoot tariff 
rates on industrial products, make 
“reciprocal” tariffs, etc. Many think 
the administration will conclude this 
talk of high tariff walls will prove 
mostly to be ballyhoo in view of de- 
preciated foreign currencies, miser- 
ably paid labor abroad and suffering 
of domestic industries from imports. 


The Business Situation 


There is no real expectancy in 
Washington that business will im- 
prove much within the next few 
months. Even the return of beer can 
be only minor in that direction. The 
process of readjustment will first 
have to be completed. Liquidations 
and bankruptcies under new bank- 
ruptcy legislation, both by railroads 
and industries, still lie ahead, as 
does also scaling of debts. Rather 
than inflation it appears that defla. 
tion will come about. Once these 
fires are passed through, and some 
have been passed through, the busi- 
ness situation will be more whole- 
some. 

One big push planned to start it 
on the upgrade is a public works pro- 
gram. It has been mapped out gen- 
erally. Just now it is contemplated 
to embark upon a_ $3,000,000,000 
task. It will not look to the “build- 
ing of postoffices in the desert” as 
one cabinet official has said. Rather 
necessary projects, sewage disposal 


to Relieve 


plants for municipalities, waterworks 
systems, worthy state projects held 
in abeyance, and other such work 
are in contemplation. Some of it 
really is of a self-liquidating type. 
There has been talk of floating “baby 
bonds” to finance the program. Aid 
to private construction likewise is 
under discussion. 

Growing tendency toward even 
greater government credit appears to 
prevail and this may develop a trend 
toward currency inflation. The fear 
of inflation is based on the difficulty 
to control it once it starts. On the 
other hand the government is trying 
desperately to set up more jobs, of 
which the 250,000 for reforestation 
is a mere drop in the bucket. Res- 
toration of purchasing power of the 
masses is eagerly sought. Higher 
commodity. prices, which would be 
expected under inflation, are wanted 
badly and inflation would be per- 
mitted readily, it seems, if assured of 
control, provided prices could be 
boosted. 

Based on the law of demand and 
supply, generally it is not readily 
seen how, short of political action, 
prices will rise appreciably in the 
near future. But the government 
rather than waiting for business to 
do something has boldly taken the 
lead and is trying to break through 
the fog of depression. There is 
plainly much criticism that business 
is leaden-footed, lacking in initative, 
and shows a sign to lie down on the 
job and let things take their own 
course, uncontrolled and uncertain 
of destination. The bold slash in 
veterans’ pay was a stimulating les- 
son in much needed government 
economy and encouraged business. 

The key to the situation obviously 
is credit. That is why the govern- 


(Continued on page 86) 
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PRECISION) 
¢ in the manufacture of ; 


RIVETS... 


@ depends on many factors... quality- ak 
¥ workmanship, engineering experi- 


ence... modern equipment and an . j 








honest desire to offer the finest 











product possible. It is exactly these 
features that guarantee the con- 
_ tinuous, unfailing service of our 


ee rivets. No wonder they are “approved 


» by the keenest buying brains in the 






| country’! 








§ BOSTON, MASSACHUSETTS 


The largest factory in the world devoted to 
the manufacture of Tubular and Clinch Rivets £ 


ans o-_ “Sy, 
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tandard since 1774 





KNOX-ALL 
VALUE ! 





RED EDGE 
They Last Longer 


dy 


AMES BALDWIN WYOMING COMPANY 
PARKERSBURG, W. VA. - NORTH EASTON, MASS. 
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Whats New 


for Retail 


Hardware Stores 


Chesterman Bakelite Case 
Steel Tape No. 49 


This attractive compact model has been 
developed for personal use of engineers 
and others who must have a small pocket 
tape of known accuracy, says the maker. 
Genuine Bakelite case of minimum thick- 
ness fitted with new flush type winding han- 
dle of Bakelite reinforced with brass. The 
50 ft. size may be slipped into the vest 
pocket. Other styles of Bakelite cases can 
be furnished with steel or woven tape 
lines. Chesterman tapes have sturdy solid 





brass winding drums and extra long solid 
brass handles. Improved flush handle is 
double folding giving extra leverage for 
ease in winding. Ring and fitting at ring 
end are of solid rustless steel preventing 
ring from corroding the tape and from 
breaking off at the end. Made by James 
Chesterman & Co., Ltd., Sheffield, Eng- 
land. John H. Graham & Co., Inc., 113 
Chambers St., New York City, exclusive 
sales agents in the United States. 


General Electric Sever 
Blade Sharpener 


An electrically powered sharpener which 
is sturdily built. Operates from any A.C. 
convenience outlet, 105-125 volts. Lid is 
opened, razor blade placed in position and 
lid is closed. Sharpener immediately be- 
gins to operate, stopping automatically 
when blade is sharpened. The maker 
recommends its use before and after shav- 
ing, whether or not the blade has been 
previously used and suggests that blade be 
left in sharpener until it is needed again, 
to protect edges. Has automatic timing 
which is adjustable. G.E. motor operating 
sharpener has worm-gear drive. Stropping 
leather thoroughly impregnated with spe- 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 
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cial stropping compound. Strop requires 
no oiling or abrasive. Die-cast black lac- 
quered case has modern design on cover 
and sides. Equipped with six-ft. rubber cov- 
ered card and molded rubber plug. Packed 
in attractive cover. Suggested retail sell- 
ing price, $6.95. Merchandise Department, 
General Electric Co., 1285 Boston Ave., 
Bridgeport, Conn. 


Tucker Head Rest Pillow 


Fits on all reclining chairs of the Peer- 
less line of folding furniture. Pillow of 
bright stripe material to match covers used 
on the recliners. Straps of canvas on side 


tion of rubber from the fabric and was 
tested for hours at high speeds on the 
fastest automobile track in this country 
and was found to give high blow-out 
protection, according to the maker. The 
Spring Special 1933 issue of “The Good- 
rich Silvertown News” illustrates and de- 
scribes the new ply, tests made on it and 
circular matter and other dealer helps 
available as well as the consumer adver- 
tising campaign on the new construction. 
The B. F. Goodrich Rubber Co., Akron, 
Ohio. 


Universal Model 95 
Vacuum Cleaner 


This cleaner, weighing slightly less than 
eight lb., may be used for all floor cover- 
ings as well as stair carpetings, davenports 
and other hand cleaner uses. Specially de- 
signed nozzle, which is adjustable to vari- 
ous heights of rugs, etc., by moving handle 
slightly upward or downward, has a per- 
manently attached bristle bar for thorough 








slip over the frame, permitting pillow to 
fit snugly on chair. Available in an as- 
sortment of colors. Descriptive folder, 
with prices, etc., available from manufac- 
turer. Tucker Duck & Rubber Co., Fort 
Smith, Ark. 


Goodrich Offers New Tire 
With “Life Saver Golden Ply” 


Incorporating a construction change with 
ply of special compound for resisting in- 
ternal heat and friction, acording to Good- 
rich engineers. The “Life Saver Golden 
Ply” was engineered to prevent separa- 











removal of surface litter. Toggle switch is 
located at finger tips beneath pistol grip 
handle. Has 20 ft. of non-kinking cord, 
soft rubber castors and maroon and gold 
dust proof bag. Weight in carton 12 Ib. 
Suggested retail selling price, $16.95. 
Landers, Frary & Clark, New Britain, Conn. 
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ids POWERMé 1 


AN ENTIRELY NEW DELTA ELECTRIC 


Lantern. New, 2 Reflector 
Design . . . New, Longer Bat- 
tery Life . . . New, Brighter 
Spot or Flood Light ...... 












: me Imagine the appeal of this powerful, 6-volt, 2-reflector 

; pee 2h Delta Powerlite. It’s all the name implies. Operates 

' Ce ae from a sing!e switch . . . stands on wide base for sta- 

tionary lamp use. Easily carried by wide, arm-size 

d Side Reflector—offers. a sharp, , pene- SS a is economical—50 * , a of 

areed Sher Dee ae CON eee ae intermittent light. Uses standard 6-volt lantern bat- 

A 7 > toe Cron 1200 tery (or 4 std. 1%” flashlight cells). Mazda No. 26 

. en ee buibs. Weight with battery 3 pounds. Finish is baked 

pig Ba ogy hy Ap gt = aluminum enamel. Price $2.50, less batteries (adaptor 
; reverses for carrying top reflector in for flashlight cells and lens guard extra). 


down position (Lens guard shown in 
photo, optional.) 





DEALERS—Stock this Delta Powerlite—it’s new and 


| Delta, Se 
MO SWKEAW'i(] II BSS 























SPEAKING xy WOMAN_TO- WOMAN 


“Helen, have you seen the six 
cup electric perk that Smith’s 
Hardware Store has on sale? 
It’s Just what you have been 
looking for.’’ 





— VER the tea tables, at the bridge club, 
wherever they meet, women tell one an- 





other about the bargains they have seen. 


Shopping with them is a business, and the 
more pleasurable and attractive you can make 





it for them, the more they will be drawn to 





your store. 


Purchases for “home use” are in their exclu- 
sive province; they control the purse strings 
where housefurnishings are concerned. 


Smart hardware merchants plan their house- 
furnishings displays with the woman appeal in 
mind. Attractive merchandise, well displayed, 
both in windows and in the store, will start 
this “word-of-mouth” advertising for your store. 


Re 

P.S You'll find some mighty interesting and help- 
°“"* ful display suggestions in HARDWARE AGE. 

Read each issue carefully. It will pay you dividends 
3 / in practical and useful ideas. 

= /- 
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Favorite Ranges 
Nos. 520 and 620 


No. 520 Deluxe console range has ther- 
mal double insulated oven, regulator, 
lighter and full cast-iron construction with 
porcelain finish, available in: Crystal gray, 
crystal green or pastel green and ivory. 
Right or left ovens, solid top optional, por- 
celain grates and burners. No. 620 De- 
luxe table top range has full cast-iron con- 
struction with thermal double-insulated 





oven, regulator and same color combina- 
tions are available as on No. 520. Both 
models have master control valve operat- 
ing one front and one rear burner making 
it possible to accurately control a high or 
low flame on both burners at same time. 
Oven valve and regulator conveniently 
placed in center of panel. Attractive cata- 
log available showing these and other 
ranges in actual colors. The Favorite Stove 
& Range Co., Piqua, Ohio. 

Sunbeam Electric 
Scissors 


Will follow lines of a printed paper 
pattern and cut all kind of materials, 
from the sheerest of silks to the heaviest 
woolen. Bandpiece shaped to fit the hand. 





Cutting blades placed at a distance and 
in position where there is no danger of 
operator cutting himself, says the maker. 
Generous length of cord. Blades may be 
renewed when dulled. List, $5.00. The 
Chicago Flexible Shaft Co., 5600 Roose- 
velt Rd., Chicago, IIl. 


Issue Wayne Oil 
Burner Mailings 


An attractive broadside shows several 
models of Wayne oil burners and shows 
their use with various types of boilers. 
Ratings and_ specifications on various 
boilers with which Wayne oil burners may 
be used are illustrated. The company also 
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publishes a house organ known as “The 
New Freedom,” giving information on 
Wayne Oil Burners as well as on mer- 
chandising methods used by various deal- 
ers handling the line. Wayne Oil Burner 
Corp., Fort Wayne, Ind. 


“Dwin” Fly Killer Products 


“Dwin” Stainless Fly Killer, offered to 
keep cows, in the pasture or barn, as well 
as other livestock free from flies. The 
maker states that it is harmless to animals 
and that it is composed mostly of neutral 
oils containing substances adhering to the 
hair in a visccus form, enabling it to 
withstand sun, wind and rain. One gal- 
lon will protect ten cows from flies, for a 
period of thirty days, says the maker. 
“Dwin” Household Fly Killer for killing 
household insect pests, has a_ pleasant 
fragrance which also enables its use as an 
eliminator of cooking odors, etc. The 
maker states that it is harmless to human 





beings and to household pets and that it 
will not affect foodstuffs in any way. The 
stainless killer is in a red, white and blue 
labeled container while the household type 
is in a black, white and green labeled 
container. Baldwin Laboratories, Saeger- 
town, Pa. 


Niles Concealed 
Garbage Can 


Is sturdily built and is offered in a 
size to meet the requirements of the aver- 
age family. Inner removable pail has sub- 





stantial handle and is heavily galvanized. 
The pressed steel top opens easily with 
foot lever. The Niles Steel Products Co., 


Niles, Ohio. 


Nokorode Core Solder 
in 2 Oz. Package 

Of attractive appearance. Wrapped in 
cellophane with complete instructions on 
“How to Solder.” Suggested retail sell- 





ing price 10c per package. ‘Two dozen 
packages are packed to a carton. Dealer 
discount 40 per cent. Of virgin metal, 
40/60 solder. The M. W. Dunton Co., 
670 Eddy St., Providence, R. I. 


Easy Damp-Dryer 
Washer No. 3D 
Has dual drainboard that swings in- 


stantly into position for removing clothes 
from washer, damp-dryer or rinse tubs. Of 





attractive appearance with floated mech- 
anism, large rubber wheels, open top and 
but two controls. List price, $119.50, in 
the west, $124.50. The Easy Washing 
Machine’Corp., Syracuse, N. Y. 


Wheelbarrow Low Pressure 
Rubber Tires 


Patterned after airplane casings, ena- 
bling use of wheelbarrows in mud and deep 
sand, where untired wheels find motion 
difficult, says the maker. Said to enable 
pushing of wheelbarrow with less effort, 
and to greatly reduce breakage. The B. 
F. Goodrich Co., Akron, Ohio. 
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‘in performance —first in hack w 
value. Star Hack Saws offer you 
CWI “best sellers” for every type of 
< ENG. chanics everywhere. 


Ask your jobber for com- 
plete information. 



















LOOK FOR T 


STAR HACK SAWS 


CLEMSON BROS.,INC.,MIDDLETOWN,N. Y. 


Shots 


from a 
clean 
rifle 


Your customers want to make 
better scores. This full-size 
target for telescope aiming 
shows 20 shots inside of the 
bullseye, made at fifty yards. 


The rifle used was cleaned with 


HOPPE’S NO. 9 


which removed every trace of 
leading, metal fouling and |~ 
powder residue, while the trig- |< 
ger mechanism was given a few 
drops of 


i] 

HOPPE’S LUBRICATING OIL 
The Oil That Won't Gum 
Every sportsman, hunter, skeet 
or trap shooter wants Hoppe’s 
products to insure accuracy. 
Good sellers backed by our con- 
stant advertising. Ask your 
jobber for our Display Cartons. 
Let us send you a supply of our Gun Cleaning Guides to give to 

your customers. 


FRANK A. HOPPE, INC., 


2314-H EIGHTH STREET, PHILADELPHIA, PA. 
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TREASURE 


Buried Where 
Digging’s Easy 
eee 


AKE HARDWARE 
AGE your chart 
to help you find the 


= way to increased sales. 





Ideas, tried and suc- 
cessful are deposited in 
the pages of each issue. 


A little light digging 
and they’re yours to use 
and profit by. 





The advertisers, too, 
offer helpful ideas to 
the wide awake hard- 
ware man. 





read 
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NET-WICK 


Poultry Fence 


This attractive fence appeals to every 
farmer and chicken owner. It saves 
material and money in _ erecting—re- 
quires no boards or rails at either top 
or bottom. Once erected it hangs per- 
fectly straight and stays tight—both 
horizontal and perpendicular wires are 
the same gauge. So secure is the twist 
that even pliers cannot unwind it. Lays 
flat when unrolled —easy to handle. 
Galvanized before or after weaving. 


Hexagon Poultry Netting 


Every roll of Wickwire 
Brothers Hex. Poultry Net- 
ting, Poultry Fence and 
Wire Cloth is made from 
Copper Bearing Open 
Hearth Steel. Every opera- 
tion from raw material to 
finished product is  con- 
trolled in the big Wickwire 
Brothers mills by the most 
skilled operators, which in- 
sures uniformly high qual- 
ity at all times. 





Your Jobber will supply you 
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“The Carpenter” Lawn 
Mower Sharpener 


For all hand-operated mowers and for 
power-operated mowers up to 36 in. wide, 
featuring “straight line grinding” and con- 
venient, “jig or holding fixture,” for bot- 
tom knives. Machine is of rugged and 
sturdy construction, said to eliminate 
shaking or vibration. Grinding wheel ad- 
justable to any desired cutting depth. 
Mowers and bottom-knives are held in tur- 
ret frame while being sharpened which 
permits changing from sharpening bottom 
knives to the position for sharpening reel- 
knives in less than one-half a minute. 
The maker states that no skill is required 
for operation of this machine. Bottom 





knives sharpened on regular plates to 
which they are attached and are held in 
grinder by placing cone centers in the 
screw holes by which they are held on 
mower. This is said to insure instantane- 
ous and perfect alignment for grinding. 
Tool rest permits grinding on inside, where 
reel rotates, or the straight edge. Grind- 
ing wheel fed across machine by cable 
and crank, permitting grinding in both 
directions. Equipment includes: %4 hp. 
A.C. 110 volt, 60 cycle motor, cord, switch 
and plug. Operates from any electric 
socket. Extra charge for special motors. 
Weight, 260 lb., height 35 in., floor space, 
24 in. by 50 in. Carpenter Tool Co., Bar: 
rington, R. I. 


Kingston Roller Skate Display 
Rack and Skate Wheel Display 


Display rack for skates is designed for 
floor use. Holds two dozen pairs of skates 
in their individual cartons. Rack, of lac- 
quered wire, is light and compact, requir- 
ing but little floor space. An attractive 
counter card for mounting of skate for 
examination is also included. In line with 
the company’s new merchandising plan, an 
attractive display carton, containing two 
dozen wheels for replacement is offered. 
Wheels are of double tread type, double 
row ball bearings (Olympic type) and will 








fit Kingston Olympic and Kingston De- 
Luxe skates as well as many other brands. 
Toy Division, Kingston Products Corp., 
Kokomo, Ind. 


Issues Booklet Titled 
“Profitable Farming Methods” 


This booklet is a digest of the opinions 
of 50,000 farmers, collected in a survey 
made for the purpose of determining 
fundamental principles of farm manage- 
ment, which, when closely followed, bring 
the largest possible farm income. It is 
strictly a service book, and is thoroughly 
practical. This book also gives the farm- 
er’s viewpoint-on the purchase and use of 
fence. It outlines methods of profitable 
farming, as expressed by farmers in their 
own words. It urges proper fencing, diver- 
sification of crops, crop and livestock ro- 
tation, legumes for increased fertility, even- 
sized fields, etc. Farm layouts are 
diagrammed and illustrations show the 
results of proper farming methods. Re- 
search Division, Keystone Steel & Wire 


Co., Peoria, Ill. 





Reid-Way Floor Sander 
for Rental Service 


The Foor Ace, a simple sander with one 
moving part, has a self-contained motor 
sanding drum, said by the manufacturer to 
be the most simple form of electric motor 
made for single phase use. Armature 
carries all of the windings and is held 
stationary while the magnetic fields, which 
are of squirrel-cage construction and con- 
tain no windings, are built into the form 





of a drum to carry the sandpaper and re- 
volve at the rate of 1800 r.p.m. around the 
stationary armature. Drum is six inches 
in width and seven inches in diameter. 
Entire machine weighs about 50 lb., mak- 
ing it heavy enough to hug the floor but 
light enough to permit one person to easily 
carry it. The maker states that it operates 
as easily as a household vacuum cleaner. 


Reid-Way Corp., Cedar Rapids, Iowa. 





Stanley Tool and Garden Tool Assortments 


“Self Seller Assortment” contains seven- 
teen active selling Stanley Four Square 
tools and free wooden stand. Assortment 
No. 1101 costs dealer $14.80 and has a 
total retail value of $22.10. Finished in 
orange. Occupies space 24 by 12 inches. 
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SET OF FOUR 





With combination “D” Stanley garden 
tools display stand is given. Assortment 
comprising three sets, such as_ that 
mounted on display, as well as trowels, 
spading forks, cultivators, transplanting 
trowels, two-tined forks and weed cutters 
costs dealer $4.80 and has a total retail 
value of $7.25. The Stanley Rule & Level 
Plant, New Britain, Conn. 
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Hold Your Customer’s 
Confidence 





Ware Bros. *“*“JUNIOR’’ 
The World’s Greatest LOW PRICED SKATE 





Ware Bros. Junior meets all ce competition. H 
High quality. Exclusive features. eee price. pe Wheel 


The Flying Scout Double- Tread, “Triple- Ware” Steel_! prac 
Wheels add double life to “Chicago” Roller Skates. BUSINESS 
Your customers actually pay 50% to 75% less for 
“Chicagos” because they give 2 to 8 times greater 
mileage. 

Why compete against such quality—when you can get 
your price—get your profit, and hold your customer’s 
confidence and good will? 

Now is the time to order. Your jobber is waiting to serve you. 


CHICAGO ROLLER SKATE CO. 
4456 W. Lake St. Established over 27 years CHICAGO, ILL. 











~-(CHICAGO)— 
SPRING HINGES 


Quality Screen Door Spring Hinges 





When selecting your re- 
quirements of Screen Door 
Spring Hinges it will pay 
you to consider Type 3005 
and 4005 Chicago Spring 
Hinges. 


They are constructed of 
heavy wrought metal, fin- 
ished in a most excellent 
manner, and have enclosed 
springs of tempered steel 
wire with tension adjust- 


ment. 





Chicago Spring Hinge Company. 
CHICAGO NEW YORK 
U.S.A. 
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The Gilbert & Bennett Mfg. Co. 


Established 1818. America's Oldest Woven Wire Factory- Manufacturers 
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STEEL BELT LACING 
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plus strength of 
Alligator Steel 
Belt Lacing pro- 
vides long unin- 
terrupted belt- 
ing service. The 
powerful com- 
pression grip produced in clinching 
the teeth, prevents friction ~~ ly 
separation in the belt ends. This 

favorite lacing is quickly and. easily 
applied and is reliable in practically 
every service on all types of flat belt- 
ing. Order from your jobber. 
FLEXIBLE STEEL LACING CO. 
4616 Lexington Street Chicago, Illinois 
In England at 135 Finsbury Pavement, 

et E.C.2 
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Lufkin “Crescent” 
Tape-Rule No. S-696 


Has both blade and case of stainless 
steel, as a protection against rusting and 





corrosion. A 72-inch tape-rule, marked 
one side only, consecutive inches and 16ths. 
Packed one in a box, six in a carton. 
The Lufkin Rule Co., Saginaw, Mich. 


Coast-2-Coast Motor Oil 


This oil is made from new specification: 
and is marketed with the emblem of the 
Pennsylvania Grade Crude Oil Association 
in two-gallon lithographed cans, five-gallon 
lithographed pails and full drums. The 
company plans to put out this oil in one- 
quart cans to permit users to obtain “this 





high-grade oil in a small package where 
the outlay will only be a small amount at 
a time.” Attractive green and yellow 
labels are used on the cans, plainly dis- 
playing the association label. The Coast- 
2-Coast Oil Co., 2138 Keith Bldg., Cleve- 
land, Ohio. 


Handy Grip Sandpaper Holder 


For use of all people using sandpaper 
or emery paper. Ends of sandpaper are 
folded over flanged ends of bottom piece 
and top piece is then locked on by pushing 
lever back. Instruction sheet with holder 
tells how to obtain the best results in using 
the holder. The instruction sheet is cut 
to the size which is best for use with the 
holder. Counter display boxes contain 
one dozen holders. Suggested retail sell- 
ing price, 15c. The Busch & Thiem Co., 
Sandusky, Ohio. 




































































“Burnett’s Glandex” Glandular 
‘ood for Tropical Fish 


A complete, natural food, in proper bal- 
ance, consisting of endocrine glandular 
elements with every element necessary to 
produce normal growth, and every prop- 
erty of live food, according to the maker. 
Contains protein, carbohydrates, fat and 
vitamins A, B, D and E. The maker says, 
“Glandex brings out the natural colors, in- 








duces greater fertility and power to pro- 
duce bigger spawns. Grows a noticeable 
layer of healthy fat which protects against 
disease, builds firm bodies, purifies the 
blood, aids digestion and does not absorb 
liquid in the stomach.” May also be used 
to feed Goldfish. Suggested retail selling 
price, 25c. Dealer cost, $1.50 per dozen. 
Free sample available to dealer. Burnett’s, 
Inc., 217 Plane St., Newark, N. J. 


Westinghouse 
Food Mixer 


Has high power rating, stands 141% in. 
high, three speeds. Revolving action of 
bowls or containers can be reversed. Will 
mix liquids, mash potatoes, whip, beat or 
act as a juice extractor. Of sturdy con- 
struction. Self adjusting beaters, reversible 
spout, which in neutral position acts as 





drip catcher. Motor-beaters may be tilted 
back so that they swing free of container 
or bowls. Motor 1/9 h.p. rating is said to 
operate quietly but speedily. Suggested 
retail selling price, $19.95. Westinghouse 
Electric & Mfg. Co., Merchandising Divi- 
sion, Mansfield, Ohio. 


Permo Safety Wringer Stick 


Designed primarily for feeding clothes 
through wringer rolls. May also be used 
for picking up clothing from boiling soapy 
water. The maker states that it will not 
damage even the finest fabrics, and that 
it will not damage wringer rollers. Stick 
is made of pine wood, squared and smoothly 
finished. Hard rubber stubs prevent 
clothes from falling off end of.stick. Safety 








rust-proof device attachment securely fas 
tened to stick. All edges rounded. Auto- 
matic roller end attachment starts clothes 
through wringer rolls. Packed 100 to the 
carton. Suggested retail selling price, 25c 
Also suggested as an advertising premium 
Permo Products Corp., 4311 Ravenswood 
Ave., Chicago, Ill. 


Masback Issues Tackle 
and Sporting Goods Catalog 


This supplementary catalog contains 
more than eighty pages of illustrations, 
descriptive matter and specifications on 
fishing tackle and spring and summer sport- 
ing goods. Game traps, baseball, tennis, 
ping pong, camping and fishing outfits and 
accessories are shown, as well as wheel 
goods. An index at the back of the book 
indicates page numbers and price informa- 
tion on lines offered. Masback Hardware 
Co., Inc., 74-84 Warren Street, New York 
City. 


Winchester Flashlight 
and Battery Display 


For window or counter use, stands 22 
in. high and is less than 12 in. wide. Head 
at top of display will hold a Winchester 
headlight (twin service flashlight and head- 
light), or may be left undecorated. Dis- 
play will hold eight Winchester flashlights 
and one headlight. If headlight is not 
displayed upper shelf may be used 
for displaying Winchester Super Seal bat- 
teries. Four lower shelves for displaying 
Winchester flashlights in tight holding 
pockets. When headlight is displayed 
upper shelf may be used to hold its battery 
box. Display free to Winchester flashlight 
dealers. Winchester Repeating Arms Co., 
New Haven, Conn. 





HARDWARE AGE 

















f fas 
Auto- 
othes 
o the 
, 25c 
nium 
wood 


tains 
‘ions, 
; on 
port- 
nnis, 
and 
rheel 
book 
rma- 
ware 


York 


s 22 
lead 
ester 
ead- 
Dis- 
ghts 

not 
used 
bat- 
ying 
ding 
ayed 
tery 
ight 
Co., 





,E 


\ 








Home Owners are now floodlighting rock gardens, 
lily pools, shrubbery, driveways, garage approaches 
and residences at night. Dietz Economy Floodlight 
has the durable quality, lighting power and right price 
to please these customers. Stock it for profitable 
spring and summer sales. List Price, $8.50. 


R. E. DIETZ COMPANY 
NEW YORK 


Makers of Lanterns for the World—Founded 1840. Output 
Distributed Through the Jobbing Trade Only. We Do Not Sell 
Mail Order Houses and Chain Stores. 
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] HE “Who Makes It” Edi- 


tor will be glad to help you 
in your search for the name 
of the manufacturer of that 
product you are interested in. 


If you do not find it or 
it’s trade name listed in the 
current Directory Number, in 
all probability it has been 
incorporated in the revised 
listings that are being pre- 
pared for the next issue of 
the Directory Number. Many 
such changes are being made 
daily and the listings brought 
up to date. 


If your current Directory 
does not give you the infor- 
mation you seek, write the 
“Who Makes It” Editor. He’s 
at your service! 


Aaa 
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239 West 39th St., New York City 
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Good looking! Long lasting! 
Easily erected! Low cost! 


Beautifies and protects yards, schools, estates, 
parks, cemeteries, playgrounds, orchards, ken- 
nels, factories, etc. Strong line wires are only 
4” apart. Stiff, one-piece, picket-like stay wires 
are spaced only 2’’ apart—practically unclimb- 
able. Square Deal Knots hold line and stay 
wires in vise-like grip. Easy to sell, because it 
lasts far longer than ordinary protective fence, 
and costs much less than chain link fabric. 


Galvannealed— Copper Bearing 


The Keystone galvannealing process is entirely 
different from galv g. Galv ling is a 
patented heat treating process which puts on 
the wire a 2 to 3 times heavier zinc coating 
than ordinary galvanizing. The wire also con- 
tains 20 to 30 points copper. No wonder this 
fence fights rust years longer! 

100 and 150 ft. rolls; 36, 40, 48, 60, 72 and 84-inch 
height; 11 and 125 gauge. Posts, attachments, gates 
to match. Write for samples and complete details. 


KEYSTONE STEEL & WIRE CO. 
830 Industrial St., Peoria, Il. 


KEYSTONE 
NON-CLIMBABLE 


PROTECTIVE FENCE 


- Write also for Catalog of 
(90) Red Brand hog, an and poultry fence 































Keystone Copper Steel Sheets 
In Hardware and Supply Trades 


Use sheets of recognized reputation and 
value. For roofing, siding, gutters, spout- 
ing, air conditioning systems, and gen- 
eral sheet metal work—Keystone Copper 
Steel gives maximum rust resistance. 


Insist upon AMERICAN Black Sheets, 
Keystone Rust Resisting Copper Steel 
Sheets, Apollo Best Bloom Galvanized 
Sheets, Galvannealed Sheets, Heavy-Coated Galvanized Sheets, Formed 
Roofing and Siding Products, Terne Plates, etc. Write for information. 


This Company also manufactures U S$ S STAINLESS and Heat Resisting Steel Sheets 
and Light Plates for all uses to which these products are adapted. 














AMERICAN SHEET AND TH | AND TIN PLATE COMPANY, Pittsburgh, Pa. 
BRC sussioary of UNrreo STATES STEEL CORPORATION } 
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Eclipse Lawn Mower 
“Revolving Floor Salesman” 


This display of sturdy metal construc- 
tion is shipped to dealers, ready for use. 
It stands at a convenient height. A small 
electric fan, furnished with the display 
causes reel-blades to revolve. Fan is hid- 
den from sight in bottom of stand and 
blows up through an air flue onto reel. 
Mower, firmly attached to stand, may be 





turned over for demonstration without be- 
ing removed or lifted. Finished in gloss 
green. Has side pockets for circulars and 
other advertising helps. Colorful display 
cards are also given. Illustration shows 
rear and side view. Offered as part of a 
regular deal consisting of six regular 
Eclipse Mowers, and the dealer buying the 
stand at $2.50, including complete display 
and an electric fan. Eclipse Machine Co., 
Prophetstown, III. 


Issues “How to Sharpen” 
Booklet in Revised Form 


This revised booklet, for mechanics, 
farmers, handy men and students, tells how 
to select a stone, explains the difference 
between natural and artificial stones, and 
points out that grinders give the correct 
bevel but that it takes the flat surface of 
an oilstone or hone to put on the finishing 
touches of a keen lasting edge. Other 
points covered in this booklet are the use 
of a strop, use of oilstones in the machine 
shop, how to care for oilstones and how to 
sharpen various tools and cutlery items. 
Illustrations show India oilstone shapes 
and various Pike and Norton Pike spe- 
cialties, stropping and honing devices, hand 
and power tool grinders, powered oilstones, 
etc. Price information is also included as 
well as illustrations and descriptive data 
on Behr-Manning abrasive papers and 
cloths. Norton Pike advertisements in con- 
sumer publications are tied up with the 
local dealer by inclusion of a coupon 
for requesting a copy of the “How to 
Sharpen” booklet. The consumer indicates 
the name of his dealer when sending in the 
coupon. When the consumer’s request is 
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answered the local dealer is notified on a 
return postal card and the second half of 
the card is addressed to the inquirer with 
dealer’s name signed by the Norton 
Pike company. The dealer detaches the 
second half inviting the prospect to call 
and see the variety of his stock of sharpen- 
ing specialties. Norton Pike Co., Troy, 
a. 2. 


Coulson’s Durable 
Half Soles 


This display case, which is free to 
dealer with initial order, contains half 
soles, top lifts and oak strips. Case is of 
high grade fibre with back lettered in blue 
and prices in bright red. Case contains 
15 lbs. of grade A oak sole leather strips 
having a suggested retail selling price of 
65c per pound, dealer cost 32c per pound. 
Alse contains 12 pairs men’s half soles, 
assorted sizes, 10, 12 and 13 listing at 
10c per pair, 12 pairs listing at 15c per 
pair, 12 pairs listing at 20c per pair, 12 
pairs listing at 25c per pair, 12 pairs size 





8 boys’ half soles, list 15c per pair, 12 
pairs assorted sizes 5 and 6 women’s half 
soles, list 10c per pair and 12 pairs men’s 
and boys’ top lifts, list 10c per pair. Total 
retail value, $22.35. Dealer cost, $15.00. 
Coulson Heel Co., Hanover, Pa. 


Gold Medal Chairs and 
Garden Ensemble 


Folding rockers, No. 41 series, listing 
at $5.40 and $6.90, acoording to cover and 
frame color or pattern. Seat size, 17 in. by 
19 in., seat height 17 in., overall height, 
31 in. Packed two to a carton. Spring 
chair, No. 138G4, list, $9.50, features spring 
action design. Available in a variety of 
colors. Sport chair No. 150LS2, is col- 
lapsible. Has Mapletone finish. List, $8.00. 








Several garden ensembles are available 
with unbrella, table, rocker and stationary 
chairs. Gold Medal Folding Furniture 
Co., Racine, Wis. 


Leitzke Bullhead Skinner 


This skinner may also be used on cat- 
fish. The maker states that either type 
fish may be skinned in a few seconds with 
this plier. Directions given with skinner, 





showing several different ways of skinning 
fish. Circular matter available. List price, 
60c. Dealer discount, 33 1/3 per cent. 
Rein Leitzke, Beaver Dam, Wis. 





Atkins Filing Tools for 
Curved Pruning Saws 

Atkins No. 30 “AAA” Jointer equipped 
with a curved “Silver Steel” file will joint 
uniformly any curved pruner now made, 
says the maker. Designed to facilitate the 
pruning process. Complete filing and set- 





ting instructions accompany each jointer. 
In conjunction with the No. 30 Jointer 
the company offers a “Midget” Raker 
Gage made in two patterns: No. 28 for 
curved saws, No. 29 for straight saws. 


E. C. Atkins & Co., Indianapolis, Ind. 





Horrocks-Ibbotson Fishing 
Tackle Catalog for 1933 


This catalog, containing more than 100 
pages of illustrations and descriptive mat- 
ter, has an attractive cover showing a fish- 
ing enthusiast in action. Descriptive data 
include price information as well as 
specifications and catalog numbers. In 
addition assortments, outfits and various 
dealer helps are illustrated. Some of the 
items are reproduced in color. Views of 
the Horrocks-Ibbotsen plants and a gen- 
eral index are included in the catalog. 
Horrocks-Ibbotson Co., Utica, N. Y. 
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Sell Them 
by the set 


Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the users. 


It isn’t hard. Every mechanic needs the entire set in his work, and it 
resolves itself to a question of selling him once or seventeen times. Bring 
out the value of the case, its -, - keeping the bits in order and near at 
hand, preventing loss, etc. 

Forstner Bits are the only tia that are not dependent on a center or a 
level to guide them. They cut from the outer rim. The entire surface is 
at work all the time, no jagged ends; every part of the work is smooth and 
ores ay They bore their way through hard, knotty, crogs grained wood, 

aving a smooth hole and olean, polished surface. 

Let us send you catalogues. Order through your jobber or direct. 


The Progressive Manufacturing Co. 
TORRINGTON, CONN., U. S. A. 





No. 169 DISPLAYS 


“SELL RED DEVILS” 
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Bommer 
Spring Hinges 
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Millions 
and Millions 


of People are Pushing 
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whenever they open a door 


























Follow the line of least resistance 


Sell Bommer Always 


They are the best 
Bommer Spring Hinge Co., Brooklyn, N. Y. 





Copper Bear- 

ing Steel at no 

increase incost 
to you 


All Wright products 
are now made from 
Copper Bearing 
Steel Wire (.20% 
pure copper) which 
means longer life, 
better satisfied cus- 
tomers. 


At Your Jobber 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


SUPERIOR 
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Silver King Metallic Mender— 
KING—of Universal Menders. 
A fast repeater. I oz. tube. 
To Log who have tried the 


Why not NOW try the BEST? 

Silver King Mender is stronger 
by actual TEST. 

Spreads like glue—looks like 
solder. 

Write us immediately for details. 


Silver King Products Company 
Chicago, Hl. 











The Mark of Quality 
In Wiring Devices 
The Circle F Trade-Mark is 


your guide and assurance of 
absolutely dependable Elec- 

: trical Wiring De- 
vices. Ask your 
Jobber to supply 
you with Circle F 








SI products. 
No. 908 Table Tap Circle F Mig. Ge. 
Trenton 








“STRONCHOLD” PLUC 
GERD The Fibre Screw Anchor 


for Heavy Pull 


Pzexceset) Made of long-fibre 


hemp braided, inter- 
woven and reinforced 
with Copper wire. 
Holds securely in any 
material, concrete, 
brick, plaster, etc. 
All sizes. Distribu- 
tors and Representa- 
tives wanted. 


PALATINE Industrial Co., inc. 
111 FIFTH AVE. ORK 














Changes 


New products and new 
trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARE 
AGE. 

Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
“Who 
He'll be 


in, write to the 
Makes It” Editor. 
glad to serve you. 


HARDWARE AGE 


239 West 39th St., New York City 











The Readjustment Program 
(Continued from page 74) 


ment really has become the banker 
of the country, though it would like 
to see private banking take over the 
job if it is handled as it should be. 
This development has not shown up 
but private banking will be urged to 
loosen up on credit. Meanwhile 
government borrowing of private 
funds promises to increase. It may 
set the pace to greater activity by 
private banking. It looks to be a 
step toward getting railroads and in- 
dustries to fall into line. The govern- 
ment has started in this direction. 
Railroads already are turning to the 
new bankruptcy act, and preparing 
to reorganize, tear down excessive 
capital structure, and getting on a 
more business-like basis. Consolida- 
tion lies ahead perhaps with a co- 
ordinator. Reduced rates seem likely. 
The oil industry has sought and re- 
ceived government help, though not 
to the extent it had hoped. Never- 
theless, bootleg oil, forms of con- 
trolled production, and other ele- 
ments are to be given government 
attention. Coal and lumber may 
come in for government aid, followed 
by other industries, and further farm 
relief will be taken up. 

Business and industry may expect 
leniency from anti-trust legislation. 
the views of some Democratic Sena- 
tors to the contrary notwithstanding. 
It will not be carte blanche privilege 
to do as business and industry may 
choose. Government activity will not 
be of the snooping, irritating type 
looking for imaginary violations of 
law. The Appalachian Coals, Inc., 
decision of the Supreme Court does 
not permit undue restraint of trade 
but it does permit reasonable com- 
binations for improvement of the 
price structure, elimination of waste- 
ful business practices and doing 
away with bad ethics. 

These very things apparently are 
in view in the Roosevelt program. 
For it is reported trade practice con- 
ferences before the Federal Trade 
Commission for retail and other 
forms of business as well will be ex- 
panded. Better business practices, 
doing away with waste, and addi- 
tional wages and working condi- 
tions seem to be contemplated as 
part of the program so that business 
will have better vehicles on which to 
travel. 

This- may sound like government 





dictation, or at least government sug- 
gestion, and perhaps it is. Some 
have said it indicates a growth to- 
ward federal paternalism. Taken 
with a program of economic plan- 
ning, providing government credit 
for business, known in some quarters 
as “budgetary inflation,” it even in- 
dicates to many a form of socialism. 
That may also be true. The old 
order is passing and whether some 
schemes in the new deal will prove 
distasteful or not it is clear that poli- 
tics—clearly intended to be con- 
structive politics—is taking the lead, 
and business for the nonce at least is 
in the back seat—and is not doing 
the driving. The government is try- 
ing to show business the way to 
drive, at least the way the govern- 
ment thinks it ought to take the 
wheel. 

Taxes are coming. Just when no 
one knows. So perhaps is some 
form of chain store legislation, and 
perhaps of resale price maintenance. 
But here also lies uncertainty. 


Champion Hardware Holds 
Emblem Contest in Connec- 
tion With 50th Anniversary 


To commemorate its fiftieth anniversary 
The Champion Hardware Co., Geneva, 
Ohio, manufacturers of builders’ hardware, 
has selected the design shown here for its 
official souvenir. This design will be cast 
in the form of an ashtray paperweight. The 
front view shows a knight on a charging 
horse and reads “Fifty Years of Service 
1883-1933” with “Champion” showing 


> 





as well as a scroll reading, “Champion 
Hardware For Better Buildings.” On the 
base is the company’s name and location. 

Students of The Cleveland School of Art, 
Cleveland, Ohio, were invited to hold a 
competition for the selection of this design. 
Judges of the contest were: Nelson T. 
Hasenflue, secretary-treasurer, The Cham- 
pion Hardware Co.; William Ganson Rose, 
advertising counsel for the company and 
Alfred Mewett, manager, The Cleveland 
School of Art. Kenneth Ives, Ruth Read 
and Robert Locker were the winners of first, 
second and third prizes respectively while 
Charles Jeffery, Jean Hamilton and Frank 
Little received honorable mention. 


HARDWARE AGE 








no 
ne 


nd 


eras 


eee ee ee ee) 


. 


a 








RUBBER TIPS — 


AND BUMPERS | Here’s a real 
Everywhere in your community there are wes or | SALES OPPORTUNITY 


these fast selling replacement items—on doors, desks, 
walls and furniture for the 
elimination of noise and the 
prevention of scratches. 
RUBBER HEADED NAILS 
SLOTTED SCREW TIPS 
RUBBER STEM TIPS 
CRUTCH AND CHAIR TIPS 


Send for Catalogue No. 50 


She. ELASTIC TIP COMPANY 
BOSTON 370 ATLANTIC AVE. MASSACHUSETTS 


















Why should farmers pay out 
money for flour and corn meal 





when they can grind their own 
right in their kitchens . . . from 
grains raised on their own place? 


This inexpensive mill will pay for 
itself many times over — every 
farmer should have one. 





Grinds all sorts of grain—wet or 
dry. Can be set to grind fine 
flour or simply crack for poultry 
feed. Makes perfect flour from 


FEDERAL STAINLESS | © AAW “Male atc fou om 
REFRIGERATOR FURNISHINGS [iNest 2) i ree. 


THE ONLY COMPLETE LINE IN THE WORLD There never was such an op- 





portunity to sell flour mills. 


Save Space - Save Food - Save Money NO. 9081 Order a supply from your 
FLOUR and CORN jobber and hem on dis- 
Increase the EFFICIENCY «and CAPACITY a naa 


of any REFRIGERATOR 
WRITE FOR LITERATURE | ; 
ARCADE 
FEDERAL ENAMELING & STAMPING CO. MFG. CO. AR ADE 
World's Largest Manufacturer of Enameled Kitchenware FREEPORT 


ILL. 
PITTSBURGH - PENNSYLVANIA 
er | HARDWARE 











“We Wouldn’t Think of Using Anything Else” 
L[EFAIN TAP ES— ‘ has Report Couiien fat somes - 


RULES and TOOL UIT 
an OLS MWUIDSZ ICI 
— — Tey “s 
FR TET AF, soldering & Tinning F 
Best quality prod- l oldering Tinning Flux 
im The old favorite for 25 years. It’s 
° 3 favored because of its superior 
Rubyflnid its fluxing qualities, non-corrosive fea- 
MBIRIATION ti tures, and it’s free from objection- 
$SOLDERING v TINNING? —[Il’ able fumes. It makes cleaner, 








ucts for every meas- 


uring requirement. 
tighter and more lasting joints. 






































ee FLUX ez Now available in 3 forms—liquid— 
FOR ALL METAL \ Paste—Core Solder. 
aos He Send for free samples. 
THE [UFKIN feULe (0. wnironsttel 17) The Ruby Chemical Co. 
SAGINAW, MICHIGAN —_Y 58 McDowell St. 
106 Lafayette St., New York City Columbus, Ohio 
REAL sales representa- Moore 
tives advertise in the Aluminum Push-Pins 
"Sales Accounts Wanted" To Hang Up Things 


columns of the classi- Without marring walls of woodwork 


Dealers everywhere find a heavy demand for 





fied advertising section these new, one ~— Penge: Push-Pins, 4 
aluminum heads an ne steel points. Can 
of HARDWARE AGE. inserted with or without a hammer. 


Get Displays from your Jobber today 


MOORE PUSH-PIN CO. 


113-125 BERKLEY ST., PHILADELPHIA, PA. 
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From Norway to South Africa 


Sallee handles are shipped throughout 
the world and all over the United 
States. Reputation, like radio, spreads 
fast and in all directions. 


SALLEE BROTHERS 


Hickory Handle Manufacturers 


Pocahontas, Ark. 


“From treadmill to modern plant production” 











Red Shield’ HIGH SPEED DRILLS 
For 


High Speed 
Production 














THE STAN weg my 


CLEVELAND 
New York 


Chicago 
94 Reade St. 522 W. Washington Blvd. 














HILL Champion Lawn Dryer 


Most popular clothes dryer made—over a million custom- 
ers praise its convenience. Three sizes to hold from 100 ft. 
to 150 ft. of best quality line within immediate reach— 
saves — 

steps and 
carrying 
heavy 
clothes basket. 
Folding top is re- 
movable, also post. 
Durably made. At- 
tractively finished in 
pleasing colors. Send 
for Booklet which 


shows complete line. 


HILL CLOTHES DRYER CO., Inc., Worcester, Mass. 


New York Distributor - - - - H. KORNAHRENS, Inc. 






























4 BRUSH-NU COMPANY ,. 


BALTIMORE MARYLAND 














Convention Calendar 
Week of April 16, 1933 


PANHANDLE HARDWARE AND IMPLEMENT ASSOCIATION Con- 
VENTION, Hotel Amarillo, Amarillo, Texas, April 17, 18, 19, 
1933. C. L. Thompson, secretary-treasurer, Canyon, Texas. 


Weeks of May 1 and 8, 1933 


Toy MANuFACTuRERS OF THE U. S. A. INc., Cutcaco, Tor 
Farr, Stevens Hotel, May 1 to 13 inclusive. James L. Fri, 
managing director, 200 Fifth Ave., New York, N. Y. 


Week of May 7, 1933 


TripLE ConvENTION—Southern Supply and Machinery Dis- 
tributors’ Association; American Supply and Machinery Man- 
ufacturers’ Association, and National Supply and Machinery 
Distributors’ Association. Brown Hotel, Louisville, Ky., May 
9, 10, 11, 1933. Southern Association Secretary: Alvin M. 
Smith, care Smith-Courtney Co., Richmond, Va. American 
Association Secretary: R. Kennedy Hanson, 2010 Clark Bldg., 
Pittsburgh, Pa. National Association Secretary: George A- 
Fernley, 505 Arch St., Philadelphia, Pa. 


Week of May 21, 1933 


Sixty-sixth Semi-annual Convention of the American Hard- 
ware Manufacturers Association, and the Forty-third Annual 
Convention of the Southern Hardware Jobbers Association. 
Joint Meeting. Memphis, Tenn. Headquarters: Hotel Pea- 
body. May 22, 23, 24 and 25, 1933. Secretary, Manufacturers 
Assn., Chas. F. Rockwell, 342 Madison Ave., New York City. 
Secretary Jobbers Assn., T. W. McAllister, Grant Bldg., 
Atlanta, Ga. Dates and meeting place subject to final con- 
firmation on April 15. 


Week of June 4, 1933 


SouTHEASTERN Retait HARDWARE AND IMPLEMENT AsSOCcIA- 
TION, Convention and Exhibit, composed of Alabama, Florida, 
Georgia, and Tennessee. Atlanta, Ga. Ansley Hotel, June 
6, 7 and 8, 1933. Walter Harlan, secretary, 1450 Piedmont 
Ave., N. E., Atlanta, Ga. 

Tue Harpware ASSOCIATION OF THE CAROLINAS CONVEN- 
TION, Hotel Goldsboro, Goldsboro, N. C. June 6, 7 and 8, 
1933. Arthur R. Craig, secretary-treasurer, 803-5 Commercial 
Bank Bldg., Charlotte, N. C. 


Week of June 11, 1933 


‘AmeriIcAN Or. Burner Association 10TH ANNUAL SHOW 
AND CONVENTION, Hotel Stevens, Chicago, Ill. June 12, 13 
14, 15, 16, 1933. Secretary’s office, 342 Madison Ave., New 
York, N. Y. 

Lourstana Retart HARDWARE AND IMPLEMENT ASSOCIATION. 
ConvENTION, Francis Hotel, Monroe, La., June 12, 13 and 14, 
1933. J. C. Ritchie, secretary, Box 532, Ruston, La. 

Mississippt Retar. HARDWARE AND IMPLEMENT ASSOCIA- 
TION, 27th Convention, Robert E. Lee Hotel, Jackson, Miss.,. 
June 12, 13 and 14, 1933. Guy Nason, secretary-treasurer,. 
Starkville, Miss. 

Twenty-fourth Annual Congress National Retail Hardware- 
Association, Knickerbocker Hotel, Chicago, Ill. Week of June- 
12, 1933. Herbert P. Sheets, managing director, 915-935- 
Meyer-Kiser Bank Bldg., Indianapolis, Ind. 


Week of Sept. 17, 1933 
Thirty-second Annual Convention and Exhibition, Penn- 
sylvania and Atlantic Seaboard Hardware Association, Wash- 
ington Auditorium, Washington, D. C. September 18 to 23- 


inclusive, 1933. W. Glenn Pearce, managing director, Wesley- 
Bldg., 17th & Arch Sts., Philadelphia, Pa. 
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Turn these Drips 


into Quick Profit and 
Good Will for Your Store 
Relieve property owners in your vicinity completely of the 
burden leaky faucets put on their backs. The PERFECTION 
stops leaks fast and sure. Entirely 
new principle—the washer doesn’t turn, 
so it seats better, lasts longer. 


Self-Starting Sales Display Easel 









makes quick 15c sales. Features 4 
sizes: %-in.; %-in.; %-in.; %-in. 
Don’t delay your PERFECTION profits! 


Order from your jobber. Jobbers 
write for. Discounts. 


DUCHARME PRODUCTS, INC. 
_519 Western Res Western Reserve Bidg., Cleveland, 0. 


DERFECTION \X/ASHERS 


Non-Friction Floating 














* 
LIRR SAY FOR GASOLINE 


MANTLES pressure LAMPS 
nage AND LANTERNS 


Rayon Junior 
Mantles These rayon mantles are 
: designed for longer life in 
Sealed in hard service. Their heavy 


diamond weave is_ several 


OU PONT times stronger, by actual 
OPHANE test, than the usual single 
weave mantle. 


REG.U.S. PAT. OFF. 
Buy through your Jobber, 


These acid-free mantles or write us direct. 
are sealed in Cellophane 


envelopes — assuring LINDSAY LIGHT co. 


indefinite freshness. CHICAGO, U.S. A. Established 1902 











U. S. STAINLESS ENAMELED 
3-PIECE REFRIGERATOR SET 


Also 
furnished with 


For Butter, 


Lard, Leftovers 





glass cover anything 





Proven successful seller in leading stores throughout entire 
country. THE BEST SELLER OF THE YEAR. 


Attractive labels on covers. Write for prices. 
UNITED STATES STAMPING CO. 
QUALITY ENAMELED WARE - MOUNDSVILLE, W. VA. 





Fast-Moving Profitable 
Spring Merchandise 
GW 
Satisfied Customers 


Repeat Business 
Cw 
ALL SIZES 
PROMPT SHIPMENT 
Ask Your Jobber 


. R. CLANCY, Inc. 


Syracuse, New York 








Moe’s Fertilizer Spreader 


The modern, easy way 
to apply ferti'izer and 
grass seeds. Quick ad- 
justment to make a light, 
medium or heavy appli- 
cation or can be complete- 
ly shut off. Special Dise 
Agitatur prevents clog- 
ging and operates with 
remarkable ease. 





$9.15 . $6.00 


Two sizes—Junior at 





$2.75. Standard 3. 
TWO SIZES retail. Slightly "higher 
on Pacific Coast. Write 
for Catalog and Prices. 
OEFT & COMPANY 
2305 Davis Street North Chicago, IIl. 





DEALERS! QUICK PROFITS! 
““PANSAR” General Utility File 
(KG 


i 


Oberg’s ‘‘Pansar’’ Brand Circular Cut Files 
will remove more metal faster. 







SS 









Invaluable for Automobile 
Body and Fender Repairing 


Made in Sweden 


Tanged &Co. Half Round 
Flexible Blades CO }c0GBERGECOD Half Circle 


Leading jobbers stock them, or write: 


SANDVIK SAW & TOOL CORPORATION 


107-109 Lafayette St. 740 Washington Ave., North 
New York, N. Y. Minneapolis, Minn. 











Steel Brick and Mortar Hods 


- 


No. 158 Me deen No. 162 Brick, 
26212” x 11% 22”z10"x7” deep. 
Have been used ra years because of their strength 
and lightness. No dripping onto the user’s back. 
They are all steel too. 
Present Prices Will Interest You 











Made by 
i THE CLEVELAND WIRE SPRING CO. 
E. 38th St. and Hamilton Ave. Cleveland, Ohie 
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LATEST NEWS 
ON SHOWCARD COLORS 


New modern production equipment and facil- 
ities, together with the acquiring of a German 
chemist who is a standout master on show- 


ecard color manufacture, enable us to offer 
what we believe is the last word in showcard 
colors in all popular colors. Write at once 
for Price Sheet of lowest prices in the history 
of the industry. 








THE SHEFFIELD BRONZE POWDER & STENCIL CO. 
5817 Kinsman Road, Cleveland, Ohio 
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CLASSIFIED ADVERTISING 
RATES 





Positions Wanted and Help 
Wanted Advertisements at Spe- 
cial Rate of one cent a word, 
minimum fifty cents per in- 
sertion. 











Use the “Classified Opportunities Section” to Reach Hardware Manufacturers 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 


apply to “Business Opportunities,” “Sales 
Accounts Wanted” and “Sales Representa- 
tives Wanted” advertisements. 


Set Selid, Minimum of 50 words. . 


$3.00 

Each additional word.......... oc 606 
All Capitals, Minimum of 50 words.. 4.00 
Each additional word............ 08 


Allow Seven Words for Keyed Address. 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., will not be forwarded 





BOXED DISPLAY RATES 
1 in eoce coccccccccccc cQSOO 
Each" Os dainional ‘inch. eccccccccsess 400 
Discounts for Classified Advertising 
4 insertions,10% off,8 insertions,15% off. 
Due to the special rate, these discounts de 
not apply on Position Wanted or Help 
Wanted Advertisements. 
HARDWARE AGE is published every other 
Thursday. Forms close Nine Days previous 
to date of publication. 
Address your advertisements and replies to 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City. 

















BUSINESS OPPORTUNITIES 


FOR SALE—a modern service station, in a 
town of about 2,000, brick building, four-room 
apartment with bath, ‘electric tire vulcanizing and 
battery departments, tank car gasoline storage 
equipment. Established paint business. ° 
hardware store in town. Building adapted for 
hardware. Station on paying basis. Reason for 
selling—owner has home and business in a town 
three hundred and fifty miles distant and wishes 
to concentrate business interests in one place. 
Address Box 207, Elkins, West Virginia. 








COLLECTION LETTERS. Would you invest 
$2.00 in order to collect hundreds or thousands? 
| offer a portfolio of forty proven, distinctive, 
collection letters that are “different.’’ They will 

“‘pull’” money—and that’s no small trick these 
days. I guarantee to refund your money if you 
are not satisfied that my letters are just what 
you need. Send remittance to James R. Katz- 
man, 139 Mill Street, Watertown, New York. 


WHE N YOU get ss sens to retire 
Lower Rio Grande Valley of Texas—a 
fertile soil producing the earliest oranges, grape- 
fruit, and winter vegetables in United States. An 
hour's drive from the Gulf of Mexico. Finest 
fishing; mild winter climate; summer cooled by 
gulf breezes. Will take your hardware stock in 
trade on a grove or homesite. Phillips Hard 
ware, San Benito, Texas. 


look up the 
rich, 





WANTED—Small hardware and_housefurnish- 
ing store preferably in eastern Massachusetts, 
southern New Hampshire or eastern Connecticut. 
State full details as to location, population, com- 
petition, condition of stock, selling price and 
terms in your first letter. Prompt action urgent 
so I can investigate your proposition at once if 
advisable. Address Box B-106, care of Harp 
ware AGE, New York City. 


HARDWARE— in 





taltimore—Established nine 


years; section; modern building, 7 rooms. 
This is an extraordinary chance. National Sales 
Company, 100 N. Eutaw, Baltimore, Maryland. 








SALES REPRESENTATIVES W ANSED 


THE 





UNITED SALES COMPANY OF 
CANADA have been asked by the English manu- 
facturers to appoint agents in the United States 
for a new universal polish of exceptional merit. 
This product is well established in England and 
offers great opportunities. Appl icants must have 
organizations of sufficient size to cover large ter- 
ritories. Write—United Sales Co., Ltd., 2 Bread- 
albane Street, Toronto, Canada. 





WANTED: Experencied salesmen on commis- 
sion basis to become our permanent representa- 
tives in assigned sections throughout the country. 
Exclusive territory. Should handle a few other 
lines. Our line is non-competitive and nationally 
known sold spring and fall by hardware, sport- 
ing goods and regular toy trade. Address Box 
B-94, care of Harpware Acre, New York City. 


SALES REPRESENTATIVES WANTED— 
In some New England and Central West territory 
for well-known sprayer line; ideal to handle in 
connection with other non- competing lines. Lib- 
eral commission basis only. Give full references 
and past connections in first letter. Address Box 
B-93, care of Harpware Ace, New York City. 








ROPE SALESMEN WANTED—Philippine 
made manila rope sideline; long-established trade 
necessary; 5% commission. Write fully about 
yourself giving references. Address Box B-39, 
care of Harpware Acer, New York City. 
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SALES ACCOUNTS WANTED 


HELP WANTED 





On March 15 will open up office and storeroom 
in New York City, calling on the trade in New 
York, New Jersey and Connecticut. Will be 
pleased to hear from manufacturers desiring rep- 
resentation in this territory with a stock on hand 
for immediate shipments also having the benefit 
of an experienced selling force in retail or job- 
bing lines. Address Box B-82, care of HARDWARE 
Ace, New York City. 





MANUFACTURERS’ REPRESENTATIVE 
with 16 years experience in Chicago and sur- 
rounding territory, well acquainted with hard- 
ware jobbers and retailers, department stores, 
chains and accessory stores, mail order and ma- 
chinist supply houses, desires additional line in 
hardware and tools, household or kindred lines. 
Domestic or imported. Address Box B-104, care 
of Harpware AGE, New York City. 





MANUFACTURER’S AGENT with long es- 
tablished trade for South Eastern States—North 
Carolina, South Carolina, Georgia, Florida and 
Tennessee—lines for auto supply dealers, build 
ing material hardware and general supply dealers, 
Line must have merit, a repeater and carry a 

Address ‘*M. E.,” care of 
New York City. 


SALESMAN now calling on 
and housefurnishings trade in Philadelphia and 
vicinity desires additional lines. Now carrying a 
complete line of paint brushes and janitor’s sup 
plies. First-class staple merchandise preferred. 
Can furnish excellent references. Married, 
twenty-six years of age. Address Box B-91, care 
of Harpware Ace, New York City. 


good commission. 
HarpDWARE AGE, 


retail hardware 


SALESMAN desires to represent reputable 
manufacturers of non-conflicting lines throughout 


South America and the West Indies. Ten years 
of experience calling on the trade for four other 
well-known American manufacturers. Commis- 


sion basis with small monthly advancement. 
When replying please give fall particulars of line 
in first letter. Address Box B-100, care of 
HTarpware AGE, New York City. 


We are desirous of representing a high-grade. 
reputable hardware manufacturer for Illinois, In- 
diana.and Wisconsin. Our many years of experi 
ence, reputation and large clientele is worthy of 
consideration. _We have warehouse facilities. A 
personal interview is preferred. Leviton Specialty 
Co., 1806 W. Grand Ave., Chicago, Ill. 


SALES REPRESENTATIVE, _ located in 
Worcester, Mass., is desirous of adding lines for 
sale to Hardware Dealers and Wholesalers in New 
England States. Ten years of contact with trade. 
Address Box B-66, care of Harpware Acz, New 
York City. 








HELP WANTED 


HARDWARE SALESMAN—If you are an 
experienced hardware salesman with a following 
among factories, real estate management firms, 
hotels, institutions, etc., and are looking for 
a permanent position with a young and _pro- 
gressive wholesale hardware concern in New York 
City, it would be well for you to consider our 
proposition which should yield you excellent com- 
missions. rite, giving us a clear picture of 
your past sales work in this line, including the 
names of such hardware houses as you may have 
worked for. Address Box B-76, care of Harp- 
warE AcE, New York City. 





SALESMEN, thoroughly experienced in hard- 
ware, with following among retail hardware deal- 
ers in Metropolitan area, Westchester County, 
and vicinity, Nassau and Suffolk Counties, and 
northern New Jersey; wanted by progressive job- 
ber. Preferably those who own car. you 
have actually sold hardware, write giving full 
details regarding experience, territories cqyered, 
and following in first letter. Our men are in- 
formed of this ad. Address Box B-86, care of 
Harpware AcE, New York City. 





EXPERIENCED HARDWARE MEN located 
throughout the United States will find it to their 
advantage to communicate with this bureau for 
positions. We are called upon from time to time 
to fill vacancies in the hardware and allied in- 
dustries and we need clean-cut, thoroughly ex- 
perienced men to fill one —. No registra- 
—. he required. arge unless placed. 

OCIATED PLACEMENT BUREAU 
152 West 42nd Street 
New York City 





SALESMEN, hardware plumbing and engi- 
neers’ supplies for Long Island, New Jersey and 
Metropolitan Districts, with clientele among hotel, 
apartments and industrials. Only producers need 
apply. Address Box B-99, care of HarDWARE 
Ace, New York City. 








POSITIONS WANTED 











SALES MANAGER: Available immedi- 
ately, an alert, resourceful and energetic 
personality of seasoned judgment. Success- 
ful career in specialty selling. Enjoys un- 
questionable standing with all hardware and 
drug wholesalers and drug chain operators. 
Equipment includes competence in product 
development, “merchandising and advertising. 


Desires connection with high-grade manu- 
tacturer. Free to locate anywhere in this 
country. Francis H. Elms, care Advertis- 
ing Club, 23 Park Ave., N. Y. City. 











EXPERIENCED HARDWARE PERSONNEL 
with many years of training in the hardware and 
allied industries are registered with this bureau. 
Among our applicants are executives, salesmen, 
clerks and technical employees, each thoroughly 
experienced in his line. This is the only em- 
ployment agency throughout the United States 
that specializes in furnishing suitable employees 
for the hardware industry. If we can be of any 
assistance to you, in any part of the country, 
please do not hesitate * inform us. There is no 
charge for this servic " 

ASSOCIATED PL ACEMENT BUREAU 
152 West 42nd Street 
New York City 





Desire permanent position with either retail or 
jobbing hardware concern or manufacturer. For- 
merly employed by well-known builders’ hardware 
manufacturer, also large retail hardware concern 
of New York City. Have a thorough business 
training; also capable of compiling catalogs for 
jobber or manufacturer from sixteen to one 
thousand pages. Have ability. clean cut, good 
appearance and a live — Will travel to any 
part of the country. ‘- 42 years; married. 
Address Box B-81, care of Harpware Ace, New 
York City. 


HARDWARE AGE 
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THE DASH (—) INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 
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THE ADVERTISERS INDEX is published as 


a convenience and not as a part of the advertising contract. 


No allowance will be made for errors or failure to insert. 


Every care will be taken to index correctly. 





POSITIONS WANTED 


AVAILABLE — CONTACT REPRESENTA- 
TIVE to carry out plans and policies for the 
promotion of sales—to develop new channels for 
distribution. Practical merchandising experience. 
Successful sales record. Wide and intimate ac- 
quaintance in hardware field. Traveled exten- 
sively over the entire United States. Desires con- 
nection only with manufacturer. Salary second- 
ary to proposition offering stability and future. 
Address Box B-105, care of Harpware Ace, New 
York City. 








I AM LOOKING FOR A JOB. Have had 
wide merchandising experience. First with lead- 
ing hardware manufacturer, then with WwW. 
Woolworth Company, later as manager of large 
New Jersey hardware store and in recent years 
have operated my own store. Primarily a sales- 
man. Location no object but have more intimate 
knowledge and acquaintance in eastern territory. 





Available immediately. J. K. Brownell, 279 Park 
Avenue, Elberon, New Jersey. 
HARDWARE MAN, forty-two years old, 


single, sober and industrious, thoroughly experi- 
enced in retail and wholesale hardware, desires a 
position with reliable retail store as manager or 
salesman where ability and work will be ap- 
preciated. Can furnish best references. Can go 
anywhere—middle West or South preferred. Ad- 
dress Box B-69, care of Harpware Ace, New 
York City. 


EXPERIENCED hardware and paint man 
wishes traveling or store position where ambition 
and honesty is appreciated. Particularly familiar 
with New England trade requirements. Trained 
with one of the oldest houses in the business. 
American born, and use no tobacco or liquor. 
Address A. R. Maxson, 47 Pidge Ave., Paw- 
tucket, R. I 


~ JOBBERS—MANUFAC TURERS — Thirteen 
years experience buying, selling, pricing, office 
detail work, in both the wholesale and retail 
hardware, housefurnishing and mill supply fields 
prompts me in requesting a responsible position. 
One which will give me every chance to prove my 
ability and worth. New York City or vicinity 
desired. Address Box B95, care of HarpwAreE 
Ace, New York City. 


APRIL 13, 1933 





POSITIONS WANTED 


- WANTED: POSITION as salesman or manu- 
facturers’ representative for the Metropolitan Dis- 
trict or State of New Jersey. wenty-seven 
years’ experience in Builders’ Hardware. _Inter- 
ested in other hardware line salable to jobbers 
and dealers. Age 43. Speak Spanish, Portugese 
and English. Have done foreign traveling. Ad- 
dress Box B-97, care of Harpware Ace, New 
York City. 


experience in the hard- 
ware business, retail, wholesale and sing ee rae 
ing. I know the jobbing trade of New England 
thoroughly and also the purchasing personnel of 
many of the manufacturing plants. I am still 
young and full of energy, and desire a connection 
of some kind in the hardware trade. Can stand 
full investigation. Ralph M. French, Box 56, 
Monument Beach. Mass. 


I have had 20 years’ 


I have traveled on the Pacific Coast for hard- 
ware jobbers for twenty-five years, and I have a 
wonderful selling record. Have had a training 
that now allows me to say to the manufacturer— 
“Have you any big job you wish put over on 
the Pacific Coast?’ Someone is going to be verv 
fortunate in securing a good man. Must be sal 


ary and expenses. Address Box B-92, care of 
Harpware Ace, New York City. 
ELECTRICAL SPECIAL- 


HARDWARE 
TIES. Traveled fifteen middle western states, 
Denver, Colorado to Duluth, Minnesota, for five 
years calling on hardware and electrical jobbers, 
department stores, public utilities; firm failed, 
desires similar position with reliable manufac- 
turer, am well known with the trade in this ter- 
ritory. Address Box 7500-A, Harpware Ace, 802 
Otis Bldg., Chicago, III. 


EXPERIENCED WHOLESALE MAN is in 
need of position as salesman for jobber or manu- 
facturer. 
and outside selling, sales promotion work, buying. 
etc. Have good foll owing among retailers in 
Philadelphia and vicinity southern New Jersev 
and seashore points. Address Box B-103, care of 
Harpware Ace, New York City. 


_| 





Have twenty years experience inside | | 
in retail hardware, 


en | WANTED 


SALESMAN with thirteen years experience in 
retail hardware, paints and sporting goods, five 
years as buyer and manager desires position with 
good, reputable firm where ability and work will 
he appreciated. Thirty-one years of age, married. 
Can furnish A 1 references. Twelve years with 
last employer. Address Box B-101, care of Harp- 
warE AGE, New York City. 


SALESMAN with 8 vears experience calling 
on the hardware, housefurnishing and wooden- 
ware jobbers in New York City—metropolitan 
district-*-desires position with manufacturer or 
manufacturer’s agent. Can furnish the very_high- 
est references. Address Box B-98, care of Harp- 
ware AGE. New York City. 


Modeler, chaser and die cutter, years of experi- 
ence along the lines of cast and stamped metal 
work, also glassware tequiring artistic and accu- 
rate execution of workmanship. Good knowledge 
of drawing, schooled in America and Europe. 
Address Box B-84, care of Harpware Acg, New 
York City. 


BUTLDERS’ HARDWARE MAN, 37 years 
experience both traveling and as Builders’ Hard- 
ware Department Manager. Six years in New 
York City. Will go anywhere; prefer southwest. 
Best of references. Address Box B-96, care of 
Harpwarr AGE, New York City. 


BUYER AND MANAGER for twenty-one 
years with large New England hardware and 
housefurishing store, seeks connection in any Ca- 
pacity. Good executive and organizer. Address 
Benjamin W. Lee. 1785 Summer St., Stamford, 
Conn. 


HARDWARE CLERK—thoroughly experienced 
housefurnishings and paints. 
Christian, 35 vears of age, single. Handy at re- 
pairs. etc. Chauffeur’s license. Desires steady 
position in New York and vicinity. Address Box 
B-102, care of Harpware AGE, New York City. 
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Known Since 1841 IVES Patent Ventilating Lock 


COES GENUINE VTE. SCREW WRENCH 
It is 92 years since Coes “Knife-Handle” Screw Wrenches 
were first placed on the market. Since that time they 











have become known and used in every part of the world. 
The fact that they are universally 
known and have always maintained 
their high quality makes them easy 


to sell. Sizes: 6” to 21”. 
Window and Door Specialties 
Ask your Jobber. 
. Tue H. B. Ives Co. 
BEMIS & CALL CO. Springfield, Mass. New Haven, Conn., U. S. A. 


DIAMALLOY f 


h Wind none * Window 
. aay — oy _ Manufacturers of pen. 


“Quality Hardware Since 1876” 












































eomede MADE In 
““METAL-GRIP”’ ep 
: AMERICA 
Lawn R 
ake co the Seesee teeth, 
—z > The Diamalloy featherweight 
This latest improved BAMBOO rake adjustable wrench is made 
has an arched ‘‘Metal-Grip’’ which keeps from a special high grade 
every tooth ON THE GROUND when rake I f f kabl 
is held at normal angle. This construction LIGHTER alloy steel o remarkabie 
causes each tooth te do ITS SHARE of the strength. The wrench actu- 
ty and the user derives the use of the entire : = 
width of the rake without exerting pressure. STRONGER ally measures 1/3 thinner 
sP oT RAL feature links teeth together without restricting than the Id ttern t i 
flexibility and prevents breakage. Will not injure finest THINNER old pattern, yet ts 
lawn. Distinctive appearance. 3 fast selling sizes: 18”, much stronger. It fits where 
F_» ane 30”. Liberal prefit. Send for folder and BETTER other wrenches will not aad 
e-prices. 
Genant *\Metal-Grip” Rakes from your Jobber. withstands the severest 
Jobbers Write Us. y strain. 
Western Sales Representatives Wanted 
GEO. W. McGUIRE IMPORTING co. Per nnn web 
Manufacturers e 
tn meso See ee 4622 Grand Ave., Duluth, Minn. 




















LOOK FOR THE TRADE MARK 
ON THE SHANK OF THE BIT 





SNAP-CUT 
PRUNER 


Easiest Cutting Pruner Made 


Thin keen blade easily cuts 4” green- 
wood, small twigs and even twine. Rust- 
proof chrome finish — Won’t pinch or 
blister hands. 

Packed in handsome display 


carton with hardwood sticks to 

prove its wonderful cutting ac- WwooD BORING T00 
tion. Sells on demonstration. 
Retails at $1.50. Sole Manufacturers of the 


Only Nationally Advertised Pruner Genuine Irwin Bit Since 1885 


SEYMOUR SMITH & SON, INC. The Irwin Auger Bit Company 


OAKVILLE CONNECTICUT Wilmington, Ohio 


IT’S TIME 
DOMES 19 Assortment | 22. years. Na~ 
OF) es | gee | = TO GET 
SILENCE UP! 


1 doz. each 1 h New 1%" 
Insist on the 


of 4%”, %”, size. 

%” and Refills — Packed 
Genuine — 
Look for 









































et %". 48 sets of a size 
%” to %” ina 
= — carton; 1%” and 


1%”"—12 sets in 

a carton; also 

bulk packing; 

100 and 1,000 sets 
to 





i "ina 
Name Inside ot? ina 
Each Dome ”—500 sets in 
a carton, 
Ask Your RETAIL PRICES PER SET—4 PIECES 
Jobber 14” We" (7% » %”, FY Yo", %” ) 


Domes of rn oon Inc., (25 PEARL s. 











HARDWARE AGE 


92 
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HH | 
it THE PERFECT PACKAGE $UN-RED EDGE Self-Mea- | 
HH : sured Screen Cloth Means = ++ 
bit bb | del cS H+} 
HH a. H { Greater Profit to Jobber, +H 
Ho ; eee | Dealer and Consumer. {1 
cee Cloth Tt 1 Ht 
4 . , . aon | Made according to specifications 1 
Sam s Toy 4 | ion: 
co in Transit os " of Bureau of Standards, U.S. 
co tt —sDept. of Commerce. : 
HH ° f It is Self-Measured— with mea- HH 
oo sone +44 so sure marks every sixinches—for +} 
coo ’ pone TH convenience and economy of 4 
HH | 6% in oS FH time and material. +H 
i Freight soaee Poet Cor 
oH SAVES / a : HH / It is “Best By Weather Test” — +H 
see SAVES‘ 18% in oo | with more years of service, hence — +} 
jaan Storage = Fit greater value. SUN-REDEDGE |. i 
os Space | AluminA lasts twice as long as f+ 
FE ordinary galvanized. Hf 
2 HH 
HH Sold only through Jobbers. Cor 
sae * A, 
44. 
rT] . 
ses Always specify $UN-RED EDGE 
oon . r AluminA, Black Painted and 
t+ oe 5 b) 
ses The New Spiral Wrap End : | Bronze Sereen Cloth, — also 
+4 Cap” Package is distinctive, | | §€UN-RED EDGE Hardware 
+H exclusive, and economical. Cloth. 
EEE EEE EEE SEEEEEEEEEE EEE EEE EEE 
os8 
+H Attractive selling helps for RED EDGE Dealers,— including window = 4} 
eae - C4 
ase display, envelope stuffers, and cuts furnished on request. HH 
coo san 
Besesereeeereneeemaacens oeaaeseene’ Jese7SEapssesy 157" Seesseati eceeseetensteaess 
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CARRY 


A WELL-BALANCED 
STOCK OF THE ENTIRE 
RANGE REQUIRED, FROM 
MODERN SKYSCRAPERS 
TO THE ORDINARY TOWN JOB 


‘ 
Ly 
al. 








Si 
LA VILLE 
DESIGN 





NEW — MODERN 
UP TO THE 


EXECUTED IN 
WROUGHT 














ad 10] =) 
LOCKS 





INSIDE 


MINUTE — HAVE 
EYE APPEAL 








METAL, BRASS 
AND STEEL 





WE ARE 
CONTINUALLY 
ADDING 
NEW PATTERNS 
AND IDEAS 





ASK OUR 
SALESMAN 
TO SHOW YOU 
OUR COMPLETE 
LINE 








FRONT 
DOOR SETS 





LA VILLE 
DESIGN 


2) 3 





LOCK SETS 
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OUR SERVICE DEPARTMENT IS 
ALWAYS AT YOUR SERVICE. 





LET OUR EXPERTS PREPARE 
YOUR ESTIMATES, ALSO 
SOLVE THE VARIOUS 
PROBLEMS WHICH 
FREQUENTLY 
ARISE. 


Role: @-) a 





LA VERNE DESIGN 








“DIAMOND EDGE 1S_A QUALITY PLEDGE ™ 


Shapleigh National Series No. 1793 


HARDWARE AG! 














